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ADVERTISER'S WEEKL) 
TOP SECRET! 
ot 


Don’t give any- 
thing away... 
before seeing us. 


We supply every 
kind of adver- 
tising premium. 


Experience 
and exam 


qualifications 


Sir.-If David Williams and 
Don. A. Tibbenham (September 
28) select men with DAA or 
MIPA after their names they are 
in a minority. Of the firms who 
advertise for staff, few mention 


these ‘qualifications. What they 
do ask for is experience. Agency 
experience — experience in the 


particular line. 

It is understandable that some- 
body wanting a typographer or a 
figure artist will prefer a man who 
has been doing just that. but 
when we talk about account 
executives we are in a wider field 


THIS WEEK 


Market Survey of Kent—page 37. 


NEXT WEEK 
Yorkshire Market Survey. 


where knowledge of life and 
human relations is of paramount 
importance. 

Maybe your MIPA had a good 
memory: maybe he was able to 
turn in nice, neat little examina- 
tion sheets; maybe he still remem- 
bers quite a lot of law and 
economics. But can he reason 
and persuade? Can he put his 
client’s problems into perspective 
against the background of con- 


temporary life? 
| could tell many successful 
account executives [ have met 


quite a lot about production and 
typography, but they have been 
invaluable because they have set 
my problem against a_ back- 
ground unfettered by being tied 
all day in one particular field. 
The man who can do this will 
know where to find the special- 
ised information and assistance 
he requires—not, as Mr. Williams 
would have it, because he is in- 
doctrinated by the Welfare State. 


£5 TABL ISHED 


ERNEST MARKS PUBLICITY LTD. 


IN ALL DISTRICTS 


DEPOTS 


—~ ToT he Editor... 


but because he will have com- 
monsense and initiative. 

If praise for personality and 
initiative in these days is “anti 
intellectual” heaven preserve us! 

The futility of the arguments 
put forward by these gentlemen 
can be seen if we look at some of 
the leading men of our time. 
Was Beaverbrook a newspaper 
trained man when he went into 
Fleet Street? Was Rank an 
expert on films’ 

Mr. Williams apparently selects 
his staff by measuring the lineage 
of letters after their names, but 
John D. Rockefeller was wiser. 
He said: “I will pay more for 
the ability to handle people than 
for any other ability under the 
sun.” 

EDMUND Barker. 
Eltham. 
London, S.E.9. 


Pat Dolan and 
overseas ads 


Sik.—] read with much interest 
the report of Patrick Dolan’s 
address to the Regent Advertising 
Club (October 12). He made the 
extraordinary statement abou! 
there being no real overseas 
English newspaper or magazine in 
which he could advertise certain 
products in which he was 
interested. 

It is quite untrue that there are 
no English newspapers or maga- 
zines that fill that need. at any 
rate to some extent. 

am not going to mention 
names because that should be left 
to the publishers concerned, but 
I do not like to see these sweep- 
ing statements when there are a 
great number of people who can 
and no doubt would, if requested. 
correct his allegations. I was glad 
to see in the October 19 issue that 
Norman Kark had taken him up 
in no uncertain fashion. 

1 think many of us are getting 
a little tired of this glorification 
of everything American, while at 
the same time denigrating any 
thing British. If Mr. Dolan is so 
anxious that, to use his own 
words, “someone should take the 
gamble of launching a British 
international magazine” why 
does he not do it himself? 

Finally, I can think of at least 
one first-class periodical—not a 
magazine—which has been selling 
very satisfactorily for over 100 
years and which will be found in 
almost any city in the world. 

W. H. Lynas. 
St. James's Place, 
London, §.W.1. 


Dollars and 
gibberish 


Sir,—Copytaster (October 12) 
reters to spending dollars on talk- 
ing gibberish to the American 
public. This follows his reference 
to the Davidow advertisement 
which appeared in a recent issue 
of the New Yorker. 

May I say that Copytaster is 
himself talking gibberish? Davi- 
dow is the name of a very well- 
known American, repeat Ameri- 
can, maker-up, whose brand is 
well known all over the United 
States, and has been widely ad- 
vertised for years. The advertise- 
ment is therefore not as stupid as 
it might appear. 

Secondly, no English pounds 
are spent on this advertising, and 
I think Copytaster has been mis 
led by the word “London” on the 
label. Many foreign businesses 
have an office or an agent in 
London and are therefore entitled 
to include the name on the'r 
stationery and their labels, with- 
out necessarily domg any busi 
ness in the true sense of the word 
in London. 

REGINALD A, F. WILLIAMS. 
Assistant managing director. 
Condé Nast Publications Ltd.. 
London, W.1. 


Displaying the 
product 


Sir.—-As one of the companies 
who were stressing the importance 
of linking TV and press adver- 
tising with point-of-sale material 
more than a year ago, we 
naturally agree with C. R. Flog- 
dell’s remarks (October 5). 

More and more companies. 
however, are agreeing that if any 
form of point-of-sale material is 
used, it must hold the actual pro- 
duct, thereby getting the perfect 
link with all national advertising 
at the point of purchase. The 
only really effective way of doing 
this is to use some form of self- 
service or display unit, whether 
it be on the floor, counter or wall 

So often with showcards, shelf 
strips, etc.. they do not eet a 
showing, and even if they do, the 
probable life is only three to four 
weeks, making a very expensive 
piece of point-of-sale material— 
for not doing the job! 

JOHN W. ONGLEY 
Advertising Division, 
Acro Marketing Ltd., 
W.C. 
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‘Avid interest’ 


in journals 


Sin.—I cannot agree with 
Dennis Yeats (October 19) when 
he says there cannot be a serious 
comparison between a periodical 
and direct mail on a pure cost 
basis. 

We know quite well how our 


own paper—and no doubt 
numbers of others of a similar 
type—are received by readers. 


Readers themselves, their wives, 
families and friends have told us 
how the paper is seized on and 
read from cover to cover includ- 
ing every advertisement. 

Can the exponents of direct 
mail claim that their publications 
are read with such avid interest? 


Have they any figures which 
show how many are tossed 
straight into the waste-paper 
basket? 


The trade journal has a direct 
appeal to a small but important 
number of people who, by the 
nature of their occupations, feel! 
a friendliness to a paper which 
gives them news, information 
and support which they cannot 
get from the daily press. 

S. C. CHANDLER, 
The Grower, Editor 
London, W.C.1. 


Any old cows? 


Sir,—There has been a little 
correspondence about the (banal) 
headline of the century. May | 
nominate an entry for the (fasci 
nating) headline of the year? 

It runs: Don't bury your old 
dead cow or horse, it may be 
worth £20. 

I saw it in an Irish paper, and 
the advertisement itself concerned 
“a profit sharing scheme for all 
farmers who avail of our free 
collection services, for dead or 
worn-out cattle, horses and pigs, 
over one year old.” 

JOHN LANGLEY 
Croxlev Green. Herts. 
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WE ARE THINKING in a progressive way in 


this fast developing Advertising Agency. 
Results continue to grow from attractive 
appeal based on an understanding of up-to- 
date marketing opportunitics. Developing 
distribution channels and advertising media 


succeeds as a combined operation. 


= Incorporated Practitioners in Advertisin 
SY f) __ 


J 


Many of our clients are achieving record 
sales figures because we don’t under- 
estimate the potential’ market nor the power 
of sales-minded advertising to influence it. 

We continually develop comprehensive 
facilities for Press, Television, Outdoor, Films 
and other media, and are happy to serve 
advertisers throughout the country from the 
two principal centres of  advertising- 


marketing. 


20 ST. ANN’S SQUARE, MANCHESTER 2 73 GROSVENOR ST., LONDON W: 
telephone : telephone : 
BL Ackfriars 9786 GROsvenor 8228 
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Diploma-holders are offered Association 


membership 


SOCIETY TO BE REPRESENTED ON 
AA’S COUNCIL, EXECUTIVE 
At a special general meeting of the Advertising Association 
in the near future the articles of the AA will be changed. 


From then on all present Diploma-holders and those successful 
in subsequent examinations will become Members of the 


‘STANDARD’ 
CHAIRMAN 
RESIGNS 


WEN ROWLEY, chair- 

man and managing direc- 

tor of the Evening Standard, 

has resigned. He will leave on 
December 1. 

He has been more than 30 


years with the Beaverbrook 
organisation. During that time 
he has served as_ publicity 


manager of the group, general 
manager in Glasgow, and general 
manager in Manchester. He is 
a member of the council of the 
NPA. 

In a_ personal 
ADVERTISER'S WEEKLY, 
Rowley said: 

“After 33 years with the 
Beaverbrook organisation, I 
leave with goodwill on both 
sides and happy recollections of 
the good friends at all levels | 
have worked with. 

“I shall always appreciate the 
encouragement and praise I 
have had from Lord Beaver- 
brook.” 


Statement to 
Mr. 


Winding-up petition 
against agency 

A petition for the winding-up 
of Richard-Stannley (Advertis- 
_ ing) Ltd., London, has _ been 
presented by the Sun Engraving 
Co. Ltd. and will be heard on 
November 5. 

The agency was founded in 
1947. Its directors are S. W. 
Wiseman and Mrs. W. G. Wise- 
man. 


Association. 

On payment of the normal sub- 
scription — three guineas — they 
will be entitled to use the initials 
MAA, in place of former DAA, 
said Allan H. Edney, chairman of 
the Society of Diploma Members 
of the Advertising Association, at 
the annual dinner of the Society 
at the House of Commons last 
Friday evening. 

The AA had made this and 
other proposals “in a spirit of 
cordial goodwill,” he said, and 
the SDMAA. annual meeting 
earlier that day had accepted 
them. They only needed the 
ratification of the AA’s general 
meeting for them to come into 
force. 

Ihe other proposals are: 

@ That the Society should con- 
tinue as the recognised body of 
Diploma-holders, having its own 
interests and its own functions. 

@ The title “Member of the 
Advertising Association” should 
be reserved for those who had 
passed the AA’s final examina- 
tion. 

@ A standing committee of the 
Association should represent the 

@ Continued on page 7 


| 


AA decision on 
one-day exports 
conference 


The Advertising Association 
WILL hold an_ Exports 
Conference. It will take 


place in early March next 
year, probably at the 
Festival Hall. 


George Pope, chairman of the 
AA’s executive committee, 
announced this last Friday 
evening at the annual dinner of 
the SDMAA. 

At the one-day conference, he 
said, advertisers and agents— 
“and media owners, if they 
care to come along”—would 
discuss the way in which adver- 
tising could play its part in the 
export drive. 

Further details are 
shortly. 


expected 


Sponsored by 


the Regent Street 
Association, this year's Christmas 
decorations scheme will be known 
as “The Arabian Lights.” It will 
feature hundreds of internally 
illuminated minaret-like lanterns, 
approximately eight feet high. This 
scheme has been designed by Beverley 
Pick, who has also been responsible 
for the decorations in previous years. 
The lanterns are being produced by 
W. S. Chrysaline Ltd. 


ee 
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‘Films in service of 


next October 


COMPETITIVE ENTRIES 


INVITED 


Further plans for this country’s first-ever festival of 
industrial films—first revealed in April this year—have been 
announced this week. It will be held in Harrogate in October 


75th anniversary | 
issue of 


‘The People’ 


On Sunday The People cele- 
brated its 75th birthday. The 
issue contained a glimpse into the 
future in the form of a four-page 
inset purporting to be the paper’s 
150th birthday issue—with a net 
sale of over 10 million. 

Futuristic stories included one 
about a murder in the Channel 
Tunnel, a mishap to King Charles 
in a helicopter, and an attempt 
to reduce the working hours from 
five to four a day. 

Main illustration showed “the 
dress that staggered Paris.” De- 
signed by Norman Hartnell, the 
dress is on show this week at 
Selfridge’s and will later go on 
to Lewis’s provincial stores, The 


inset contained advertisements 
for Gordon’s Gin, National 
Benzole, Kiwi, and Lloyd's 


Adrenaline Cream. 

Souvenir copies are being sent 
to children born last Friday on 
the actual 75th anniversary of 
the paper’s birthday, October 19. 


next year. 

The festival will be called 
“Films in the Service of Industry.” 
Its purpose will be to show how 
films are being used in industry; 
to enable sponsors and _pro- 


ducers to evaluate these films, 
and to study the world’s best 
examples. 


“Tt will not cater for the purely 
advertising type of film,” says a 
statement from an executive com- 
mittee formed by a number of 
interested organisations. 

Lord Godber, chairman of the 
Shell group—large users of indus- 
trial films—will be president of 
the festival. 

Producers and sponsors of in- 
dustrial films will be invited to 
enter them on a competitive basis. 

Invitations to participate in the 
festival and further details will be 
issued early in the new year 

The executive committee is 
under the chairmanship of Frank 
A. Hoare, president of the 
Association of Specialised Film 
Producers, and also _ includes 
representatives of the Federation 
of British Industries, the Trades 
Union Congress, the Central 
Office of Information, the Scien- 
tific Film Association and the 
Mayor and Corporation of 


Harrogate. 


The winners of the Stablond Brunite x Glamorous Hair C ompetition, Miss 


Stephanie Howell, 
Bute, of Battersea, 
H. C. Woodyard, 


of Liverpool, 


joint managing 


“Queen of Fairheads,”’ and 
‘Queen of Brunettes.” 
director, Saward, 


iss Mavis 
The lucky men (I. to r.) are: 
Baker, Lid., C. 


i 
Rose, advertising manager, Stablond Laboratories, Ltd.; and A. C. Brooks, 
account executive, Saward, Baker. 


Agents run film, TV beauty tests 


For the first time ever, it is 
believed, an advertising agency 
has not only organised a beauty 
competition, but has conducted 
film, TV and radio tests, plus the 
judging of 20 finalists in its TV 
studios. 

Harry Woodyard, joint man- 
aging director, Alfred Brooks, 
account executive responsible for 
the handling of the campaign, in- 


cluding publicity, and Clarence 
Wright, radio and TV manager, 
producers of the Luxembourg 
programmes and _ tests—all of 
Saward, Baker & Co. Ltd.— 
worked in collaboration with C. J. 
Rose, advertising manager of 
Stablond Laboratories Ltd., and 
Clement Cave, of Radio Luxem- 
bourg, on the contest, the “Top 
20” Glamorous Hair Competition. 


This display on the Avon Tyre Com- 

pany’s stand at the Motor Show at 

Earis Court shows a slowly revolv- 

ing tyre on which two white hands 

imitate the action of hands on a 
steering wheel. 


No Manchester 
decision on 
competition 


Students for the new series of 
lectures being held by the Man- 
chester Publicity Association's 
public speaking section will them- 
selves decide later whether they 
wish to enter for the Advertising 
Association’s National Public 
Speaking Contest, states David 
W. Wicks (chairman Sidney F. 
Wicks Ltd.), chairman of the 
section. 

Early this year the MPA ex- 
pressed dissatisfaction at the 
participation in the Contest of ex- 
perienced speakers, on the ground 
that this defeated its main object, 
which was to encourage  be- 
ginners. 

On Wednesday of last week. 
the chairman of the MPA, W. 
McMillan, advertisement direc- 
tor, Manchester Guardian, wel- 
comed a large attendance at the 
first of the new series of lectures. 

Mr. Wicks thanked the life vice- 
president of the Association, 
Laurence P. Scott, for placing the 
board room of the Manchester 
Guardian at the disposal of the 
classes. 


5,000 Birmingham TV 


conversions a week 

The latest Nielsen survey of 
the Birmingham ITA area (com- 
pleted on September 22) shows a 
rate of increase of ITA homes of 
5,000 a week. Total number of 
ITA homes in this area is 
expected to be 425,000 by the end 
of October. 

A total of 270,000 ITA homes 
will be in the service area of 
Emley Moor next Saturday, when 
the Yorkshire TV station opens, 
estimate Nielsen. 
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industry’ festival 


FURNITURE SURVEY: 
Few brand names 


in U.S. ads 


American furniture retailers 
rarely mention brand names, 
according to “Report on the 
market for wooden furniture” 
issued by the Board of Trade’s 
export services branch. 

One reason given is that manu- 
facturers rarely contribute to the 
cost of advertising, although 
some do organise advertisement 
contests and window display 
contests for their dealers. 

Advertising copy usually refers 
to the manufacturer only if the 
name has acquired consumer 
acceptance as a result of the 
manufacturer's own advertising 
in national media. 

The report gives advice to 
British manufacturers who desire 
to enter the American market. 


ISAS winners will 


go on tour 

The Pearl and Dean group of 
companies will show the ISAS 
Festival prize-winning films in a 
number of cities on the following 
dates: London, next Thursday at 
the Warner; Birmingham, Tues- 
day, November 6 (ABC Forum); 
Manchester, Wednesday, Novem- 
ber 7 (Theatre Royal); Leeds, 
Thursday, November 8 (ABC 
Ritz); Newcastle, Tuesday, 
November 13 (ABC Haymarket); 
Glasgow, Wednesday, November 
14 (Regent); Bristol, Tuesday, 
November 20 (ABC Kings). 

All the shows will start at 
10.30 a.m. 


Southend ads 


Southend Corporation publicity 
committee has approved a scheme 
for national press advertising in 
1957 at a cost of £4,823. These 
are its minimum requirements. It 
is considering advertising in 
women’s magazines, but has 
decided to take no action at 
present to book TV spots. 


Among the visitors to the 


“Auto- 

sport’ stand at the Motor Show 

were racing drivers Mike Hawthorn 
(left) and Ivor Bueb. 
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OctoBer 26, 


Gilbert Harding visited Selfridges to 
autograph copies of his two new 
books “Gilbert Harding's Book of 
Manners,” and “The Gilbert Hard- 
ing Question Book.” Here he is seen 
with Geoffrey G. Young, Selfridge’s 
public relations director. 


(See Talking Points, page 16.) 


Steve Wheeler 
leaves 


Presburys 


S. S. Wheeler, who has been 
sales director of S. Presbury Ltd. 
for the past two years, has gone 
into practice as an advertising 
consultant. His first client is TV 
Advertising Ltd.. from whose 
offices he will initially be operat- 
ing. 

His activities will be connected 
with the developing activities of 
this concern, which will include 
the production of cinema adver- 
tising films and filmlets and docu- 
mentary films for industry. 

Since the war, in which he 
served as a Group Captain, Steve 
Wheeler has gained wide experi- 
ence in press, poster, cinema and 
TV advertising as, successively, 
advertisement manager of the 
Evening Standard; commercial 
advertising officer of London 
Transport Executive and the 
British Transport Commission ; 
managing director of Theatre 
Publicity Ltd.; and sales director 
of Presburys. 

The work of sales director at 
Presburys is at present being 
carried out by director J. Guy 
Presbury. 

(See Mainly Personal, page 56) 


Those were the days! 
At a luncheon of the Associa- 
tion of Circulation Executives 
last Thursday the guest speaker, 
Hannen Swaffer, spoke about the 
changes in journalism since he 
came to Fleet Street. He thought 
that there were now “far too 
many restrictions.” “When I was 
a Northcliffe editor,” he said, “I 
could throw out advertisements 
if I was short of space for one of 
my editions. Nowadays, . . .” 


Pfizer join ISBA 


Pfizer Ltd. have become mem- 
hers of the Incorporated Society 
of British Advertisers. 


wn 
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GOVERNMENT Five days to go before our 
Christmas contests close 


There’s still time to win a prize in the “ Advertiser’s Weekly” 
Christmas competitions. So get cracking this week-end and 
send your entries to reach us not later than next Wednesday 
(October 31) which is the closing date. 


BLAMED FOR 
LACK OF 
SALESMANSHIP 


Reginald Maudling, MP, Minis- 
ter of Supply, was told by mem- 
bers of his audience at a meeting 
of the Manchester branch of the 
Incorporated Sales Managers’ 
Association that the Government 
was at fault for not encouraging 
salesmanship. 

Mr. Maudling had said that the 
general level of British salesman- 
ship at present was not as high 
as it should be and that foreign 
businessmen complained that in 
comparison with those of our 
competitors, our salesmen lacked 
enterprise. 

There was strong support by 
the audience for a speaker who 
commented that if our salesman- 
ship was bad, it was the fault of 
the Government in not recognis- 
ing that salesmanship ought to be 
part of technical education, as it 
was in the United States. 

Another said that though sales- 
manmship was a technical skill, 
odium always seemed to attach to 
it, as if it were something sly 
and underhand. Until there were 
degrees in business administra- 
tion as there were in the United 
States, British industry would get 
nowhere. 

Mr. Maudling said that he 
thought that the point was a very 
valuable one, and that he would 
raise the subject with the Minis- 
ter of Education. 


Meeting Gruenther 


Stuart W. Chant (right) and Prince 


Yurka Galitzine, directors of 
Galitzine & Partners Ltd., visited 
the headquarters of SHAPE near 
Paris during a trip to the con- 
tinent, where they met General 
Alfred M. Gruenther, Supreme 
Allied Commander, Europe. 

On the left is Brig. L. L. Cross, 
SHAPE chief of public informa- 
tion. 

Mr. Chant was formerly a member 
of the SHAPE staff, working for 
General Gruenther as a PRO and 
liaison officer. 

General Gruenther has been visiting 
London this week to take his leave 
of the Queen, the Prime Minister 
and members of the Government, 
before giving up his SHAPE post. 

He also spoke at the annual confer- 
ence of the Institute of Directors 
in London yesterday (Thursday) 
morning. : 


There are two competitions: 


IN THE FIRST you just mix up copy and illustrations from 
different displays, then paste them up ready for reproduc- 
tion. Prizes of £10 10s., £5 5s., and £3 3s. are offered for 
first, second and third entries judged most amusing. 

IN THE SECOND, similar prizes are offered for the most 
amusing drawings or copy with a “Credit Squeeze” theme, 
designed to sell any one of the following products: a luxury 
car, a new girdle, an elaborate lawn mower, an uneconomic 
coal mine or a plutonium-headed golf club. 

A guinea will be paid for each entry published other than the 


winners. 


The competitions will be judged by the Editor, whose decisions 


will be final. 


You may submit as many entries as you like. They should 
be addressed to The Editor, “Advertiser's Weekly,” Mercury 
House, 109-119 Waterloo Road, London, S.E.1, and marked 


“Christmas Competition.” 


Long-range pull 
A letter from a viewer in the 
Channel Islands has been received 
by ABC Television Ltd. It was a 
request for a sample sachet of 
Sta-Flo liquid Starch, demon- 
strated on the live advertising 
magazine “What's In Store.” The 
viewer wrote that reception of 
ABC’s programmes on Channel 8 
from Birmingham was often 
better than from the local BBC 

station only 25 miles away. 


4 get 


Largest audience 


ABC Television Ltd's Arm- 
chair Theatre production, “It’s 


' An Ill Wind,” reached 1,552,000 


homes on Sunday, October 14. 
This is claimed to be the largest 
audience achieved by any ITV 
programme since commercial TV 
began in this country. “It’s An 
Ill Wind” achieved a national 
network rating of 75 per cent. 


McLoughlin in Dublin 


A. A. McLoughlin, the Adver- 
tising Association’s information 
officer, described the work of the 
Association to the Advertising- 
Press Club of Dublin on Tues- 
day, and screened for them the 
film strip, “Advertising from the 
Inside.” 


Big changes for 
‘Power Farmer’ 


Power Farmer, founded in 1941 
and taken over by Farmer & 
Stockbreeder in 1950, is to be re- 
named, modernised and com- 
pletely restyled, starting with its 
December issue. 

Instead of a  square-backed 
monthly selling to a _ limited 
readership of 10,000, Practical 
Power Farming—the new title— 
will be produced in newspaper 
format with double the type area, 
double the circulation, and a sell- 
ing price of Is. as against 2s. 6d. 

The new 20,000 circulation will 
be part-controlled, part free-sale. 
Every agricultural machinery 
manufacturer, and every agricul- 
tural machinery dealer and dis- 
tributor will, in future, receive a 
copy. The remainder of the cir- 
culation will be through news- 
agents as hitherto. 

Advertisement rates will be: 
Full page (facing matter), 134 in. 
deep by 94 in. wide, £110; full 
page (ordinary position), £90 ; and 
pro rata down to one-eighth page 
at £13 15s. and £11 5s. respec- 
tively. 

For the first time, single, double 
and triple column spaces will be 
available at £2 per single column 
inch, and classified insertions will 
be acceptable to within a few 
days of publication date. 

The advertisement manager is 
H. L. Parsons. 


Murraymint top spot 


Twelve monthly Gallup Poll 
surveys for the News Chronicle 
among 15 million viewers have 
revealed that the most popular 
commercial is Murraymints (with 
an average of 79 per cent of 
votes), followed by Shell (73) and 
Mackesons (67). 
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Wider schedule for next year’s 


cotton campaign 


CINEMA AND TV ADS TO BE USED 


Hugh Lloyd-James, a director of Osborne-Peacock Co. 
Ltd., told the Cotton Board Conference at Harrogate on 
Saturday that the public was already showing “active interest” 
in the first phase of the campaign for British cottons which 


No decision on 
display body 
until February 


“No practical steps” to 
establish ap Institute of British 
Display will be authorised by 
the Display Producers and 
Screen Printers’ Association 
until the matter is submitted 
to the DPSPA annual meeting 
on February 12. 

This decision was announced 
after a recent meeting of the 
Association’s executive coun- 
cil, when “careful considera- 
tion” was given to the plans 
for the new Institute. 

Meanwhile, inquiries and 
discussion in connection with 
the scheme “are proceeding.” 


his agency is handling. 

The way was paved for 1957, 
when the second phase of the 
campaign would break, he said. 
Then they would use not only 
the newspapers but also maga- 
zines, the cinema, and commer- 
cial television. Colour adver- 
tising would add “an impact of 
considerable measure.” 

He said that the advertising 
theme would be the same—*Buy 
British Cottons”—but the various 
advertisements would feature 
different sections of the industry. 
There would be advertisements 


A group at the Cotton Board Conference: (left to right), H. Haygarth 

Jackson, director, Bleachers’ Association Ltd., Hugh Lloyd-James, director, 

Osborne-Peacock Co. Lid., Rt. Hon. A. R. W. Low, Minister of State, Board 

of Trade, and Lewis T. Wright, general secretary, Amalgamated Weavers’ 
Association. 


HOW ADS PREPARE THE WAY 
FOR HOOVER SALESMEN 


The value of advertising in 
making a housewife willing to see 
salesmen was stressed by W. M. 
Tribute. export advertising man- 
ager of Hoover Ltd., when he 
was one of the speakers at a 
weekend management _ study 
course held by the Royal 
Counties Branch, Incorporated 
Sales Managers’ Association. 

Quoting slogans from his own 
company’s advertisements, such 
as: “Thousands of women bless 
the day this salesman called,” he 
said that the advertising must 
be persuasive enough to ensure 
that a prospect asked either for 
a demonstration or for descrip- 
tive literature. 

The students at the course had 
been asked to assume that they 
were the sales manager of a firm 
marketing a conventional type of 
sewing machine and that they had 
been required to advise the board 
on a policy designed to increase 
sales. 

Strongly advising the appoint- 
ment of an advertising agent, 
Mr, Tribute said: “The 


cost is not. prohibitive, for 
the agent's main  remunera- 
tion is the discount he receives 
from the media. When you buy 
space or other services from the 
agent, you pay little more than 
you would have to if you bought 
the space direct from the papers. 

“But,” he warned, “advertising 
is going to be the highest paid 
salesman your company employs, 
so keep this fact in mind all! the 
time—it is so important. Do 
remember, please, there is no 
magic in it. Advertising is only 
one facet of merchandising, and 
you can waste a lot of money 
unless you have made the right 
plans to link with the advertising 
in your other sales and merchan- 
dising operations.” 

Other speakers at the study 
course were W. H. F. Geffers, 
managing director, Courtney 
Dacre Ltd., the course chairman: 
A. H. R. Delens, sales director, 
Gosheron Tapes Ltd.; and A. L. 
Jackson, of Sales Consultants 
Ltd. Leicester. 


for shirts, curtains, sheets, bed- 
covers, towels, dresses and so on, 
each designed to cover a specific 
angle, and carefully graded to 
appropriate consumer groups. He 
added : 

“The timing of such adver- 
tising will of course be in line 
with the seasonal promotion 
plans of the retail trade, for it is 
our ambition to have a series of 
retail displays throughout the 
year at all levels of trading. 

“In this respect it is hoped that 
the industry's campaign will have 
the active assistance of merchants 
in their contact with the whole- 
sale and retail trades.” 

Previously he had discussed 
the broad theme of “promotion.” 

“Promotion broadly represents 
the humanities—the psychologi- 
cal approach to selling at all 
levels, and is therefore generally 
more effective in the apparel and 
household textile markets than in 
industrial markets, though there 
are exceptions,” he said. 

“So I may be challenged as to 
whether the industry as a whole 
needs promotion. My answer to 
this is that it needs it very badly 
in every case where competition 
for the consumers’ money and 
patronage exists.” 


Poster guest 

Harold Watkinson, MP, 
Minister of Transport, will be the 
principal speaker at the annual 
dinner of the British and London 
Poster Advertising Associations, 
to be held at Grosvenor House 
on Wednesday, December 5. 


prastie® 
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The poster that won the 100 
award for G. J. Hawkins, of 
ton, Birmingham. 


The poster that 
will advertise 
plastics show 


The national competition to 
find the best design for a poster 
to advertise the 1957 British 
Plastics Exhibition has been won 
by G. J. Hawkins, of Erdington, 
Birmingham, who receives the 
100 guineas award. 

The exhibition is organised by 
British Plastics. 

Of the remaining designs, two 
—one by G. Parkinson, of 
Macaulay Road, London, S.W.4: 
the other by Miss S. Perry, of 
Lansdowne Crescent, London, 
W.11—tied for second place. 
Eight others were highly com- 
mended, and a further seven 
received a commendation. 

The exhibition itself will be 
held in the Grand and National 
Halls, Olympia, from July 10 to 
20 


A display at the exhibition of 
all first and second, highly com- 
mended and commended posters 
is being considered. 


Final judging of the nation-wide poster competition for the 1957 British 


Plastics Exhibition. 


Judges are (left to right): Phillip Morgan, editor, 


“British Plastics’; C. G. Carlton, publicity manager, Associated Iliffe Press 
Litd.; David Caplan, chairman, poster design group, Society of Industrial 


Artists; John 


Wood, advertisement manager, 


“British Plastics’; Peter 


Hatch, head of graphic design and production, Council of Industrial Design; 
and W. A. Cathles, Editor, “Advertiser's Weekly.” 
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@ Continued from page 3 


SOCIETY IS 
OFFERED AA 
MEMBERSHIP 


interests of MAA’s. The com- 
mittee’s chairman would serve on 
the AA’s council and executive 
committee. 

Mr. Edney said that the 
changes meant that the Society, 
in its 21st year, had passed a 
“significant milestone” in _ its 
career. And Philip L. Stobo, the 
retiring SDMAA chairman, told 
ADVERTISER'S WEEKLY after the 
dinner that he thought they were 
“among the most important 
changes to take place in advertis- 
ing for over 20 years.” 

In one operation, he said, the 
AA had recruited over 400 of its 
liveliest members. 

George Pope said that the 
SDMAA representative on the 
AA’s council would represent 
more AA members than any 
other council member. It meant 
that the Society was going to be 
a closer part of the AA. 

In his speech, Mr. Edney said 
that throughout the negotiations 
which had preceded the pro- 
posals, the officers and council of 
the AA had said that they were 
“very conscious” of the growing 
importance of the Diploma quali- 
fications in advertising—‘“due to 
the calibre of the Diploma- 
holders as well as to their ever- 
increasing numbers. 


‘Worthy of recognition’ 


“They felt that the Association 
should find some way of accord- 
ing some recognition to this fact, 
and we in our turn must continue 
to be worthy of that recognition 
now so generously granted. 

“From my own point of view 
it is to be particularly welcomed 
since the automatic representa- 
tion on the AA council and 
executive committee will give 
members the opportunity of con- 
tinuing to pursue their own 
interests, and at the same time of 
taking some active part in the 
business of the Association as a 
whole, to which we hope to be 
able to make a worthwhile contri- 
bution.” 

Mr. Edney thanked F. P. 
Bishop, MP, a vice-president of 
both the AA and the SDMAA, 
for arranging, for the second suc- 
cessive year, for the Society's 
annual dinner to be held in the 
House of Commons. 

In his reply, Mr. Bishop— 
whose financial translation of the 
proposals, “a take-over bid,” 
raised a big laugh—said that he 
was sure the new status of 
Diploma-holders would be in the 
best interests of the AA. They 
would be able to play a greater 
part in the Association's activities. 

“It is essential,” he added, “that 
young people coming along with 
your qualifications should be 
able, if necessary, to show your 
teeth when dealing with us older 
members.” 
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On the platform at the annual presentation of the Advertising Association's 

Diplomas were (left to right): Hubert Oughton, honorary treasurer of the 

AA; Philip Stobo, retiring chairman of the SDMAA; F. P. Bishop, MP; 

George Pope, the chairman of the AA’s executive committee; John L. 

Verrinder, chairman of the AA's education committee; and Allan H. Edney, 
chairman of the SDMAA. 


‘Textbooks need revision’ Bishop 


tells new Diploma winners 


The annual presentation of 
Diplomas to those who had 
passed the year’s examinations 
took place, as usual, before the 
annua! dinner and in Church 
House, Westminster. They were 
presented by F. P. Bishop, MP. 

Mr. Bishop told the new 
holders that they must not regard 
the “academic distinction” of ob- 
taining the Diploma as the end of 
their training. Now they had to 
go out and get practical experi- 
ence. 

Part of today’s task, he said, 
was a re-writing of the textbooks. 
Many of the books in current use 
—and he himself had been re- 
sponsible for some of them— 
were written before the war, 
based on the economy of that 
time, and were now out-of-date. 

“What is needed now is some 
re-thinking. The answer has to 
be found to the question: What 
is the true basic economic func- 
tion of advertising in the world 
as we know it today? 

“I hope that you can make 
some contribution along those 
lines.” 

J. L. Verrinder, chairman of 
the AA's education committee, 
thanked Mr Bishop for making 
the presentations and for his 
“years of unstinted devotion to 
advertising, and to education in 


Our Ad Council 
_‘notsameasU.S.’ 


After making his announce- 
ment about the AA’s Exports 
Conference (see page 3), 
George Pope told the SDMAA 
members that he disliked see- 
ing the proposed British Ad- 
vertising Council referred to as 
“the same as they have in 
America.” 

“The situation here is differ- 
ent,” he said. “We in the AA 
must see if we can do some- 
thing to help the country keep 
up its industry and produc- 

on. 


F. P. Bishop, MP, presents the 

F. E. Cook National Cup to this 

year’s winner, J. Langley. Looking 
on (centre) is Hubert Oughton. 


advertising in particular.” 

Prize and Diploma winners this 
vear are: 

First Prize (30 gns. and F. E. 
Cook National Cup): J. Langley. 

Second prize (20 gns.); B. H. 
Smith. 

Third prize (10 gns.): M. Gil- 


rt. 

Diplomas: A. J. Andrews, B. F. 
Andrews, W. Ashton, R. Brough- 
ton, P. M. Clarke, J. V. Cook, 
W. R. Crawford, M. P. Davis, A. 
Davies, R. S. Davies, R. Francis, 
C. B. Franks, Miss S. Gill, R. 
Harnden, R. P. Hooper, T. E. 
Hooson, R. Jephcote, A. J. 
Matthews, A. R. Omar, E. T. 
Page, C. Pascoe, A. G. Penney, 
A. Phillips, D. D. Powell, G. 
Room, E. H. Rumbold, M. J. 
Warwick, and R. Whitlock. 


New officers 


New officers of the SDMAA 
for 1956-57 are: chairman, Allan 
H. Edney, Parnall (Yate) Ltd.; 
honorary secretary, H. R. Martin, 
Kraft Foods Ltd.; honorary 
treasurer, H. A. B. Lee, Lambe 
& Robinson Ltd.; committee, 
T. G. Hartchorne, Miss P. M. E. 
Horner, F. W. Jefkins, K. N. 
Pounds. J. D. Maskell, A. G. 
Reed. P. L. Stobo, and P. J. 
Rumble. 


be 
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PRESIDENT HITS OUT 


‘It’s cheaper to 
distribute here 
than in U.S.’ 


Unfavourable comparisons made 
by Francis E. Rogers, United 
States productivity expert, be- 
tween British products and pro- 
ductivity and those of the United 
States (ADVERTISER'S WEEKLY, 
September 28) came under fire 
in Arthur McTaggart Short's 
presidential address to the autumn 
conference at Colwyn Bay of the 
National Chamber of Trade. 

Mr. Short said as far as the 
distributive trade was concerned 
Mr. Rogers’ remarks were easily 
answerable, While goods which 
cost 4d. to make in America cost 
6d. to distribute, the reverse was 
true in this country. 

On profits, Mr. Short had this 
to say: 

“The introduction of techno- 
cratic ideas culled from America 
and other places in the world, and 
adapted to the expert knowledge 
of our planners in the British 
way, has, I think, made our own 
system very favourably com- 
parable with that of our friends 
across the sea. 


‘Heavily rated’ 

“Were this most heavily rated 
country in the world a little more 
lenient, particularly to shop- 
keepers, so that a portion of their 
profits could be ploughed back 
into their businesses to provide 
for more modern fixtures and 
fittings, then I think even greater 
success could be obtained. 

“Distribution is adaptable, and 
by and large we are well up to 
our times, although we still 
realise that the biggest room in 
the world is the room for im- 
provement. We must take every 
advantage to distribute econo- 
mically, with satisfaction to the 
customer and with a reward for 
initiative.” 


This front cover for the November- 

December issue of “Go,” printed 

letterpress in four colours, was 

designed by Stan Krol. The main 

articles in this issue will be on 

winter sports and on “Christmas in 
Other Lands.” 
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P. G. Ryan is new 
NSW director 


Following the development pro- 
gramme announced by Napper, Stin- 
ton, Woolley Ltd. last February, 
Peter G. ie has been appointed 


to the board of directors. Mr. 
Ryan, who is the agency’s copy 
chief, has been with NSW since 


February 1955. He was previously 
at Charles F..Higham Lid., joining 
the agency in 1946 after wartime 
service in the Air Branch of the 
Navy. At Higham’s he was a crea- 
tive group leader. His administra- 
tive role at NSW is unchanged by 
his new appointment. 
* * * 


Short Bros. & Harland Ltd., of 
Belfast, have appointed Frank Kelly 
to the post of publicity officer. At 
present press officer with the Bristol 
Aeroplane Co., he will go to Belfast 
on Wednesday. He will work in 
liaison with Sidney-Barton Ltd., the 
public relations organisation which 
represents the company in London. 

* * * 

Specialist Publications (Pty.) Ltd., 
of Cape Town, and its associated 
companies have appointed Anthony 
Fetherston as United Kingdom 
representative. 

* * * 

Keith Leonard B. Cudlipp has 
joined the staff of Organisation and 
Methods, a_ publication of the 
Municipal Journal group, as senior 
advertisement representative. Mr. 
Cudlipp was previously with the 
Arrow Press and the Blandford 
Press. 

* * a 

Robert Brandon, of Robert Bran- 
don & Partners Ltd., has completed 
his second year as advertising lec- 
turer on the courses of the British 
Institute of Management. 


Mrs. H. Harman, accessories editor of “Vogue,” 


i 


>. 
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Norman Currie has 
staff of Mitchells Advertising Ser- 
vice Ltd., Glasgow, as production 


joined the 


manager. He was previously with 
———_ & — —_. 


Lawrie “Puller Teft this. week for 
a month’s tour of Canada, where 
he will visit clients in his capacity 
as a director of the Kingham Adver- 
tising Agency Ltd. 

* * * 

Frank Cave, a director of T. R. 
Beckett Ltd., publishers of the East- 
bourne Gazette, Eastbourne Herald 
Chronicle, Worthing Herald and 
Shoreham Herald, has been ap- 
pointed editor-in-chief of the com- 
pany. Mr. Cave became editor of 
the Worthing and Shoreham Heralds 
in 193 

- *x * 

Winifred Lewis, woman's editor 
of Britannia and Eve until the end 
of July, has taken over as press officer 
for the Festival of Women, to be 
held at Wembley from June 7 to 29 
next. She will operate from Fairs 
and Festivals Ltd., organisers of the 
event. 


45 years’ service 


Fred E. Cowley, for over a 
quarter of a century a member of 
the advertising department of Mobil 
Oil Co., recently completed 45 years’ 
service with that company. He is 
1956 chairman of the Mobil Twenty- 
year Club. 

* * * 

Richard Lonsdale-Hands has been 
on a short visit to Paris in con- 
nection with the continental activi- 
ties of PLAN (International) Ltd. 

. * * 

W. Geoffrey Smith, former presi- 
dent of the Newspaper Society and 
managing director of W. and H. 
Smith Ltd., proprietors of the 
Evesham Journal and Tewkesbury 
Register, has been appointed a 
magistrate of Evesham Magistrates’ 
Court, Worcs. 


examines the new Sunbeam 


nylon shade catalogue prepared in co-operation with that magazine, in 
company with (from left) Jack Coffey, account executive, and Raymond J. 


O'Keeffe, managing director, 


O' Keeffe’s Advertising Service Ltd., 


designers 


of the album, and E. Lewis, sales manager, and J. R. Jameson, assistant sales 


manager, 


Sunbeam Wolsey Ltd. 


r. G. 


Ryan 


J. G. Tennant, group art director 
with Foote, Cone & Belding Ltd.. is 
leaving to join the Van Zijl & Van 
Zijl agency in Johannesburg. 

(See Mainly Personal, Page 56.) 

- * * 


Michael Smalley, a director of G. 
Street & Co., Ltd., who has been ill 
with pneumonia, is now back in his 
office. 


FCB appointments 


Three new appointments have 
been made to Foote, Cone & Beld- 
ing Lid. Malcolm Fishwick and 
David Hall have joined as account 
executives, and John Gregory as a 
senior copywriter. Malcolm Fish- 
wick comes from F. C. Pritchard, 
Wood & Partners Ltd., where he 
was first engaged on research, and 
later as an account executive. David 
Hall has been with Technical & 
General Advertising Agency Ltd. as 
an account executive, and before 
that with C. Mitchell & Co. Ltd 
John Gregory came from the Van 
couver office of the Canadian 
agency Cockfield, Brown & Co. Ltd. 


His previous experience includes 
direct mail, publishing, copywriting 
and production. 

* * * 

Frank Edwards, advertising 
manager of Ingersoll Ltd. and 
honorary secretary of the IAMA, 
has been presented with a son—his 


first child—Timothy Peter Warren, 
by his wife Jean. 
* * * 

G. G. Deakin, marketing manager 
of Caterpillar Tractor Co. Ltd.. 
Desford, Leicester, is in the United 
States watching Caterpillar’s opera- 
tions there for three months. 

* * * 


Roy Seager, who has been classi- 
fied advertisement manager for the 
Business Publications group, has 
been appointed advertisement man- 
ager of Personnel Management & In- 
dustrial Equipment. 


Moop , 4 
LATEST WILLS 

Georce Ropwe.t, of Shipley, Yorks, 
for over 30 years an advertisement repre- 
sentative with the Bradford and District 
Newspaper Co., left £1,944 16s 

Herpert Jesse Bittincton, of Henley 
Road, Bath, founder of the Ralph Allen 
Press, and a former chairman of Bath 
Master Printers’ Association, left 
£1,654 15s. 8d. gross, £1,615 7s. 2d. net 
value 

Victor GEORGE 


Reap, of Hampstead 
Lane, Hornsey, N 


. chairman of Charles 
& Read Ltd arton manufacturers and 
offset and shetes lithography printers. 
left £22,034 6s. 4d. gross, £21,455 8s. lid 
net value. (Duty paid £2,281.) 

James Witttam Teate, cf Clayton, 
Bradford, former manager of the 
Keighley News and previously advertise- 
ment manager of the Yorkshire Observer 
and Bradford Telegraph and Argus, \eft 
£5,990 Os. 2d. gross, £5,886 11s. 8d. net 
value. (Duty paid £177.) 

Curve Ernecsert Peace, of Ravens- 
thorpe, Dewsbury, Yorks, head of Peace 
Brothers, printers and publishers. lett 
£5,153 6s. 9d. gross, £4,256 8s. 7d. net 
value. (Duty paid £36.) 


R. Lonsdale-Hands 
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F. Kelly 


Russian-language 
journal returns 


The West German publishers. 
Verlag Handelsblatt GmbH, of 
Dusseldorf, have announced their 
intention of resuming publication 
in December of Germanskaja 
Technika, the Russian-language 
engineering journal formerly 
published in Berlin from 1921 to 
1941. 

The magazine will be sent free 
of charge to all engineers and 
production executives in manu- 
facturing plants throughout the 


Soviet Union, and to all senior 
executives of official Russian 
purchasing agencies. The aim is 
to promote West German 
machine tool products and to 
keep up with other Western 
nations in trading with the 


USSR in this field. 

Germanskaja Technika wil| be 
a specially edited Russian version 
of the existing magazine, 
Progressus, which 1s already put 
out in five other languages be- 
sides German. 

Six issues a year of 
journal are planned, and will 
carry advertising by leading 
German industrial firms at 1,280 
DM per page, with a discount 
for combined advertising in the 
other editions of Progressus. 


the new 


Poole considers 


publicity film 

Poole Corporation publicity 
committee, which has received an 
offer from a film company to 
make a half-hour film of the 
town for £2,000, has decided to 
examine the amount it might get 
back in film rentals and the extent 
of financial support it could get 
towards the cost from local 
organisations. The film com 
pany, Carisbrooke Films Ltd., 
suggested that rentals in the 
United Kingdom “through a good 
distributor” could recoup the cost 
of the film, together with a pos- 
sible profit. 


Window film 

To promote their new range of 
fashion shoes, Miss England, the 
80-year-old shoe chain, England's 
Smart Shoes Ltd., have prepared 
a 16 mm. colour film for rear 
projection in their windows. The 
film was made by Gordon Millar 


Thomson, and_ directed by 
Bernard Coaling. a director of 
Toon & Heath Ltd., England's 


advertising agents. 
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HURSDAY is reading day—because Thursday is Home Chat 
ee For over 60 years Home Chat has been the housewives’ 
reading magazine. Well-written articles on baby-care, cookery, 
dressmaking, general features plus light fiction ensure an absorbed 
reading from cover to cover—and of course that means the 


advertisements get read too! 


tome Chat 


certified net sales for January to June 1956 were 239,919— 
an increase of 15,197 over the previous period. {100 will 
buy you a whole page and a large and devoted readership. 


y. BURNETT, Advertisement Director, The Amalgamated Press Limited, 
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New rates for two 


TV contractors 


MORE TIME SEGMENTS INTRODUCED 


Two programme contractors, Granada TV Network Ltd. 
and Associated-Rediffusion Ltd., are to introduce systems of 
selling television time by a wider range of time segments, in 
place of the current AAA, AA, A, etc., system. 


Associated - Rediffusion Ltd. 
will introduce on February 4 a 
rate structure using six time seg- 
ments—A to F. The rates are 
given in the table below. 

Volume discounts—from 15 
per cent for a guaranteed 52-week 
turnover of £400,000 down to 
£50,000 to £100,000 of 24 per cent 
—will be available. 


ASSOCIATED-REDIFFUSION — 


A 20 per cent reduction in the 
rates will be allowed during the 
period from June 15 to Septem- 
ber 15. 

Some of the conditions of 
A-R’s new rate card have also 
been amended. Chief of these is 
the increase in the period of rate 
protection and in the cancellation 
clauses from six to eight weeks. 


London (Monday to Friday) 


OcToBER 26, 1956 


The backs of the packs of One-Minute Quaker Oats are carrying a series 


of 12 different careers. 


The illustrated copy gives information to parents 


on the careers, and details where pamphlets and booklets on the appropri- 

ate career can be obtained. The careers cover printing, dress designing, 

veterinary surgery, ballet dancing, civil engineering, farming, hotel manage- 
ment, nursing, medicine, architecture, the Navy and journalism. 


TAM’S FIRST-YEAR REPORT 
SHOWS AUDIENCE GROWTH 


Duration A B c D E F During the first year of commercial television the number of homes 

receiving ITA transmissions rose from 190,000 to 1,850,000—46 per 

£ £ a ZZ fs if = of all — with television in the three areas—and the number 

60 secs. 975 775 6 of viewers from under 700,000 to nearly 7,000,000, it is revealed in a 

0 82 4 4 ae . special Television Audience Measurement report in the first year 
a 244 194 ios | 19 | 81 38 of commercial TV. 


Granada’s system will use 15 
segments, numbered from | to 15, 
and seven time classes, A to G. 
It will come into force on 
January 1. 

The peak time rate for a 30- 
second spot transmitted over the 
entire Northern region is £675, 
and the guaranteed minimum 
audience has been raised from 
300,000 to 500,000 home impacts 
in peak time. 

Alex Anson, sales and adver- 
tising director, says that 
Granada’s new rate card contains 


Granada’s 30-second top rate—£675 


base of individual programme 
ratings,” says Mr. Anson. 

“These new Granada time costs 
represent, as closely as possible, 
the opportunity for home cover- 
age presented at the time each 
advertising period is offered for 
sale. 

“The actual performance, or 
delivery of the message to the 
calculated number of homes is, 
in turn, insured by Granada’s 
guaranteed minimum audience 
plan which stipulates the maxi- 
mum cost per thousand which 


ITA homes in the Croydon area 
rose from 190,000 to 930,000 (53 
per cent of all homes with tele- 
vision in the area) over the full 
year, in the Lichfield area from 
220,000 to 486,000 (41 per cent) 
over the 36 weeks of transmis- 
sions, and in the Winter Hill area 
from 287,000 to 440,000 (40 per 
cent) over the 20 weeks of trans- 
missions. 

But, states the report, it will be 
more than two years before ITV 
is received by all homes with tele- 
vision in these areas unless there 
is an increase in the 80,000 BBC- 
only sets being replaced or con- 
verted each month to receive ITV. 

Commercial TV homes are 


Croydon area, TAM states that 
throughout the year an average 
of 65 per cent of switched-on sets 
able to receive ITV programmes 
were tuned to independent tele- 
vision between 7 p.m. and 11 p.m. 
compared with 35 per cent to the 
BBC. Between 7 p.m. and 11 
p.m. the weckly viewing time of 
each set averaged 18 hours— 
64 per cent—out of a possible 28. 
Average viewing time and ITV 
share of audience in the Lichfield 
and Winter Hill areas respectively 
were 18 hours and 66 per cent, 
and 174 hours and 64 per cent. 


Between 7 p.m. and 11 p.m. 
about three-quarters of homes in 


a number of innovations “ex- *=Yone can pay for an announce- on to be relatively higher the Croydon area had their sets 
seatty Gesianed to assist time ment on our station. In practice, socially than the rest of the fe switched on—to either ITV or 
pa g Granada has been rather consis- y rest of the homes 


buyers in their planning and cost 
estimates.” 

Rate classifications are based 
upon the “stabilised mean curve” 
of television sets in use in the 
Northern region, developed over 
the entire period during which 
the Manchester transmitter has 
been operating. 


“Rates thus bear a clear rela- 
tionship to the number of viewers 
who are using their television sets 
at a particular time. But these 
new rates are by no means tied 
to the fluctuating and temporary 


GRANADA TV NETWORK — Time classifications and rates for Lancashire and Yorkshire (Monday to Friday) 


tently delivering audiences at 
considerably lower costs than the 
guaranteed maximum.” 

Rates for spots transmitted in 
Lancashire (Winter Hill) or York- 
shire (Emley Moor) only—for 
which facilities will be made, 
subject to availability, at times 
desired by the advertisers—will 
be as follows: Lancashire (Win- 
ter Hill) only—3/Sths total 
Northern region rate; Yorkshire 
(Emley Moor) only—2/S5ths total 
Northern region rate. 

The rate card is given below. 


in all three areas. Although the 
areas themselves differ consider- 
ably in social class, ITV homes 
in each area had some five per 
cent fewer of their number in the 
“D” social class than had all the 
homes in the area. 

TAM also finds that the 
average number of individuals 
per home was greater for ITV 
homes than for homes in general, 
the average number of individuals 
in all homes being about 3.0 and 
in ITV homes about 3.5. 

Reviewing transmissions in the 


BBC—for an average of at least 
two hours per evening. 

Relating these figures to adver- 
tising, TAM states that as more 
than 90 per cent of ITV homes 
were switched on to either ITV 
or BBC for an average of over an 
hour each evening, it was possible 
for the entire potential audience 
to be reached on ITV with only 
a few well-placed commercials. 


The BBC say that ITV sets are 
tuned to ITV programmes for 63 
per cent of the time and 37 per 
cent to the BBC. 


| 


Time Segment... 1 2 3 - 5 6 & 9 10 il 12 13 14 15 
fa 2.00/ 4.00/ 5.00/ 5.30/ 6.00/ 7.00/ 7.25/ 7.35 8.00 8.30/ 9.00/ 9.30/ 10.00/ 10.25/ 10.35 
4.00 5.00 5.30 6.00 7.00 7.25 7.35 8.00 8.30 9.00 9.30 10.00 10.25 10.35 11.0 
Time Class... = G F E E —_ D A A A A A Cc E F 
Advertising Spots.. £ £ £ £ — £ £ £ £ £ £ £ £ £ 
60 seconds... ... 130 215 | 320 320 No 430 715 965 585 320 rr 
30 seconds... ... 90 150 225 225 broad- 300 500 675 410 225 150 
15 seconds... ... 60 100 150 150 casting 200 320 435 260 150 100 
7 seconds |. 35 55 75 75 100 180 240 145 75 55 
Minimum _Guaran- ~ 150,000 | 225,000 225,000 300,000 400,000 500,000 375,000 225,000 150,000 
teed Audience’... Home Home Home Home Home Home Home Home Home 
Impacts Impacts , Impacts Impacts Impacts Impacts Impacts Impacts Impacts 


ee 10 PC . 
. a? ° ' 
. = , s | 
2 4 7 Shan - . las 
eC taney SE ee? he 2 
fr y 
i 
ae) ae) Et Geer 
ey geese, a ——s 
oe —— rac. ae Fe Sy ee... Oo ee oO { 
ee | 
| STC ee 
q 
PY q 
- _ : 
\ 
a _ 
: = mm a 
end 1 aig . 
4 
I 
i 
} { 
y. 
| 
* GUARANTEE.—If the average number of home impacts achieved by any advertising spots in Granada programmes (as measured by Nielsen Television Index Service) in each four- ; 
weekly period is less than the minimum given above for each class of time, Granada will give additional transmissions free of charge to the extent that is necessary to achieve the 
above minimum guaranteed home impacts. 
ied . ii x Ps. .. Oe eae — es be: a i Bie = os =  — 
‘ciel ¥ a 7 hi -_ <i - aa Dil a By ‘ al Sle che - - 7 A - 7 ig “a ts a a 


OctoBeR 26, 1956 ADVERTISER'S WEEKLY 


RS O. oSS cae 
B. 3, Aes 


S| 


Heo OCS Sf. mk AL. F 6S. GP noes 5 
ral ey ies wea wee tC 
ay = 4 Say o} ik ep ; ae Pe IT 
Lae tre tcl er elie aA AN BIN kiN 


+ 
ah 
) 


Tyas ie iret, i aR ¥ AF, i 
ik Se (Si Ary, (\ ae ve wlan try 


Complete the Campaign in colour with PPS TER rererition 


BRITISH POSTER ADVERTISING ASSOCIATION » LONDON POSTER ADVERTISING ASSOCIATION LTD 
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When Elkan Simons, chairman of 
the 1957 International Gifts and 
Fancy Goods Fair, which is being 


held in the Winter Gardens, 
Blackpool, from February 4 to 8, 
held a press conference, some 400 
photographs illustrating the 
various goods to be exhibited 


SWEDISH AD 
PORTFOLIO 


Entitled “ Trickle or toot?” and 
decorated with a cover illustra- 
tion in red, white and black of a 
dripping tap and a boiling kettle, 
the 1956 portfolio of the 
Gumaelius agency, Sweden, con- 
tains examples of their adver- 
tising for pottery, fashions, table 
ware, biscuits, footwear, engin- 
eering products ‘and many other 
commodities. 

The English-language introduc- 
tion explains the need for varied 
approaches to different adver- 
tising problems. 


Catching on 
The audience for “Housewives 
Call The Tune,” ABC Television 
Ltd.’s record-request programme, 
networked nationally from 9.0- 
9.45 a.m. every Saturday morning, 
has increased in five weeks from 

186,000 to 311,000 homes. 


at the Fair were on view. 
Correspondents were told that over 
30 overseas firms would be repre- 
sented at the Fair. When the Fair 
began in 1950, said Mr. Simons, 
there were only 17 exhibitors. 
Next year there would be over 
The organisers have sent personal 
invitations to 30,000 buyers, im- 
porters and business men in nearly 
every country, and the United 
Kingdom trade commissioners 
have also sent out invitations. 
BOAC, BEA, Australian National 
Airways, Aer Lingus, Air France, 
the British Travel and Holidays’ 
Association and other interested 
concerns are co-operating in 
publicising the Fair, issuing invi- 
tations and making special travel 
arrangements. 
During the exhibition a special daily 


paper will be distributed free by 
“Gifts and Fancy oods.” 
Advertisement rates will be: 


reproduction of catalogue adver- 

* tisement, whole page £75 per five- 
day week; half-page, £50 per five- 
day week; rate per day, whole 
page £35. 

At the conference (above) were (left 
to right): P. H. Sweetser, organis- 
ing secretary; H. Porter, Black- 
pool publicity director; Hubert B. 
Southam, director; E. M. Simons; 
Kenyon W. J. Jones, director; 
H. Newby, manager of Winter 
Gardens, Blackpool; and R. J. 
Thorley and Malcolm Lamb, press 
and publicity officers to the Fair. 


AMERICAN PR 
FIRM OPENS 
IN LONDON 


Bernard Relin Associates, a 
leading American public relations 
firm, has established a London 
Office through J. Andrew 
Neatrour. 

Mr. Neatrour has left his post 
as director of public relations and 
executive assistant to the board 
chairman of Cyril Lord Ltd. to 
join the Relin organisation, but 
he will not end his association 
with the textile company as the 
Relin office has been appointed 
to handle Cyril Lord’s public 
relations. 

The opening of the London 
headquarters is part of a pro- 
gramme of international expan- 
sion by the Relin organisation. 

The London office will be the 
headquarters for the company’s 
activities throughout Europe as 
well as North Africa and the 
Middle East. The Relin concern 
already has offices in Canada, 
South America and Mexico. 

Mr. Neatrour’s first job will be 
the handling of Pepsi-Cola Inter- 
national and Cyril Lord Ltd. He 
has worked in Great Britain since 
1946 when he was senior account 
executive with Foote, Cone and 
Belding Ltd., and was _ subse- 
quently advertising and publicity 
manager for Associated British 
Cinemas. His temporary address, 
until the completion of new 
offices, 2e Portman Mansions, 
Chiltern Street, London, W.1. 


Rank showings of ISPA ad films 


A programme of some 50 ad- 
vertising, documentary and tele- 
vision films was shown by Rank 
Screen Services Ltd. to large 
audiences of advertising execu- 
tives at the Leicester Square 
Theatre on Thursday and Friday 
of last week. 

Among the nearly 2,000 who 
saw the shows were advertisers 
and agency men from London 
and the provinces, together with 
Members of both Houses of 
Parliament. 

Introduced, on film, by Gerard 
Holdsworth, managing director 
of Rank Screen Services, and by 
B. H. Annett, director in charge 
of sales, the shows included one- 
minute and 30-second TV films, 
15-second filmlets, and one- and 


two-minute cinema films, “Shop,” 
“Tips,” and live-action local 
filmlets. 

There were also examples of 
work by French, Dutch, Swiss, 
German, and Italian members of 
the International Screen Publicity 
Association, of which Rank’s are 
also members; and, finally, a 14- 
minute documentary, “Blood- 
stock,” about the upbringing of 
a racehorse. ; 

New opening and _ closing 
sequences employing little car- 
toon figures of cinema com- 
missionaires were shown for the 
first time. 

During the next few weeks the 
show will be screened by the 
company’s on any managers in 
other parts of the country. 


At the Rank Screen Services show, 

Gerard Holdsworth, managing direc- 

tor (left), greets Philip L. Stobo, 
of S. H. Benson Ltd. 


One for the ladies 


Ladies’ Night of the DPSPA 
will be held on Friday, December 
14, at the Park Lane Hotel. 
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This display card has been designed 
and produced for Johnson's Wax 
Products by Astral Arts Ltd. The 
background colour is yellow and the 
bottle and table brown. The card is 
94 in. high and 7 in. wide at the top. 


‘Most successful 
e . 
ever’ Nursing 
. es, 
Exhibition 

The 4lst annual Professional 
Nurses’ and Midwives’ Conter- 
ence and London Nursing Exhi- 
bition, which closed at the Sey- 
mour Hall last Friday, “was one 
of the most successful ever held” 

. reports the Iliffe journal 
Nursing Mirror which organises 
the event. 

The attendance was a record 
for this and probably for any 
other exhibition of a similar 
kind held since the War, it is 
claimed. 

“It is never an easy exhibition 
to publicise, outside the medical 
press, because its doors are open 
only to the medical, nursing and 
midwifery professions,” said 
T. G. Fletcher, show manager, 
after the show. “However, there 
were a number of news features 
which gained considerable pub- 
licity in the national and provin- 
cial press. 

“In many cases exhibitors’ sup- 
plies of samples and literature for 
the week were exhausted by the 
third day of the exhibition.” 

E. J. Cresswell, brand manager 
of Macleans Ltd., commenting 
upon the exhibition said: “Our 
stand had the largest attendance 
ever experienced.” 

The exhibition had more than 
70 stands, a post-war record: 
more than half the exhibitors 
were national advertisers. More 
than 40 specialists lectured at the 
five-day conference, which was 
declared opened by the Dowager 
Marchioness of Reading. 

There is already a considerable 
waiting list for space in the 1957 
event, say the organisers. 


Baby Bubbly drip mats 


Baby Bubbly drip mats, illus- 
trated on September 21 as an 
example of the productions of 
Tresises Drip Mat Co., are the 
design of Goldwell Ltd., and are 
available only to stockists of the 
product. 
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is for WOLF 


W is for Wolf as advertised to 


13 million readers — including you. 


If you want results, and you want them quick, 


Make sure that your schedule includes the PIC. 
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CONGREGATION OF 130 AT 
FIRST AD SERVICE 


The first Annual Advertising Service was held on Monday, when 
about 130 advertising men and women filled the small Congregational 
Church in Orange Street, behind the National Gallery. They heard 
Dr. W. E. Sangster speak about “Publicity and the perfect product.” 


He began by emphasising the 
power and importance of the 
work done by advertising people. 
He did not believe that there was 
something essentially vulgar 
about publicity and that advertis- 
ing touched nothing that it did 
not soil. 

Publicity was no more vulgar 
than a telephone, a microphone, 
or a television screen. The moral 
aspect came in only with the use 
to which it was put. 

The power of advertising for 
good was enormous. But the 
difficulty for Christian men and 
women in publicity was that the 
people able to pay for their skill 
sometimes wanted to publicise a 
product which was not to the 
Christian's taste. 

Should a Christian publicist 
have less respect for the truth 
than the ordinary citizen? A 
penny was taken off the price of 
an article and the advertiser said 
that the price was “slaughtered.” 
Exaggeration or lying? 

Dr. Sangster appealed for the 
assistance of publicity people to 
aid the Church in her great task. 

“We have some of the best 
sites in the country—and often 
misuse them,” he said. “We have 
the greatest story to tell and (God 
forgive us!) tell it badly. We can 
sometimes get space at a cut rate 
in the newspapers and often 
bungle the layout. .. . | am ask 
ing you to help us freely with 
your professional skill.” Stanley 
Alexander (G. Royds Ltd.), 
opened the service, and Herbert 
Dennett (formerly advertising 


‘New approach’ by 
film division 

J. Peers & Associates Ltd. have 

added a film division to the other 


activities of the agency. It will 
be under the supervision of 
Peter Hopkinson, who has been 
responsible for the production: of 
a number of “March of Time” 
films. 

Mr. Hopkinson is, at present, 
on location in Iraq, making a 
colour film for the Iraq Petroleum 
Co. 

A “completely new approach” 
to film-making for industry is 
planned by Mr. Hopkinson and 
J. W. Peers, chairman and manag- 
ing director, says the agency. 

An illustrated book, showing 
what the film unit will provide, is 


manager, Austin Reed Ltd.), led 
in prayer. Dougias Snaticross, 
secretary of the Advertising 
Christian Group, which organised 
the service, explained the origins 
of the Group. 

Andrew Milliken. an account 
executive with Maxwell Clarke 
Ltd., spoke on “What Christ 
means to me.” 


The 18 floats in the Lord Mayor’s Show on November 9 will deal with 


the varied uses of aluminium. 


designed the Show. 


Southampton 


Need for a variety of industries 
‘if a town is to be prosperous’ 


The importance of “a diversity of industry” if a town was to seek 
prosperity was stressed by A. Norman Schofield, town clerk, when he 


spoke at a luncheon meeting of the Southampton Publicity Club. 


It was 


the first of a series of talks with the theme “Southampton—this is your 


town.” 

Also important besides the diver- 
sity and expansion of industry, he 
said, were the opportunity to train 
employees for it; the attractiveness 
of a shopping centre; competition 
between shops; and traffic mobility 
to and around the shops. 

Other towns had suffered from 
the “one industry complex,” but 


Club News 


Southampton was fast moving away 
from its former industrial tag as a 
shipping centre. Shipping and other 
industries were making up the 
town’s prosperity at present, and 
expansion was to come. 

The southern part of Hampshire 
was going to be “alive” with indus- 
try and there was no doubt that the 
city would be the hub of industry 
in the area, he said. 


Leeds 


‘Make most use of 
land in the city’ 


“When erecting new factories it 
is hoped industrialists will seriously 
consider building them at least three 
storeys in height where possible, to 
make the optimum use of land 
within the city.” said David Currie, 
Leeds city engineer. when he 
addressed a luncheon meeting of the 
Publicity Club of Leeds. 


Wolverhampton 


AD FILM SHOWN 


W. Collins, of Pearl and Dean 
Ltd., presented a film showing 60 
years of cinema advertising at a 
meeting of the Publicity Club of 
Wolverhampton. Introducing the 
film, he explained that many of the 
early sequences were taken from 
rare copies. 


Newcastle 


Proceeds of tall 
given to spastics 


The theme of Newcastle Publicity 
Club’s annual ball was “Viennese 
Nights.” The guests numbered 370, 
and proceeds of the evening were 
in aid of the Percy Hedley School 
for Spastic Children. 

At a club luncheon a cheque for 
£210 7s. 3d.. the proceeds of the 
ball. was given to F. Wilkin, chair- 
man of the governors. Percy Hedley 
School. who said that the school 
was faced with a £55.000 programme 
for extensions. Building was ex- 
pected to start next October. 

Including the cheque from the 
club. the building fund was now 
£12,000. 


Leicester 


The trials of a 
. 7 . 
‘daily’ editor 

Some of the trials of the editor 
of a daily newspaper were described 
to members of the Publicity Club 
of Leicester by Vaughan Reynolds, 
editor of the Birmingham Post. 

An editor, he said, had to take 
responsibility for any statement 
which appeared in the advertise- 
ments, as well as for articles in 
the editorial columns. 

It was advisable for editors to 
have practical knowledge of life in 
other lands. 


London 


Film show guests 


The Publicity Club of London will 
be the guests at a showing of cinema 
and TV filmlets presented by Screen- 
space Ltd. at the Royal Empire 
Society's Theatre on Monday. 


On this one the Bon Viveur television 
cookery team will cook a meal during the procession. 
, PR for the Show is being handled by Public Relations 

Associates Ltd. 


Ronald Dickens 


Ad Man’s Diary 
Monday, October 29. 

“UBLICITY CLUB OF LONDON. Film 
Night, Royal Empire Society, 18, 
Northumberland Avenue, W.C.2. 6 
or 6.15 p.m. 

Tuesday, October 30 

(NSTITUTE OF PUBLIC RELATIONS. 
Film Show, Film Producers Guild, 
Ltd., Guild House, Upper St. 
Martin’s Lane, W.C.2. 6.30 p.m. 
REGENT ADVERTISING CLUB. Meeting. 
¥ G. Sherren. 6.30 p.m. 
PUBLICITY CLUB OF WOLVERHAMPTON. 
Puolic speaking session, Public 
ibrary, 7.15 p.m. 

Thursday, November 1 

arisToOL & WEST PUBLICITY CLUB 
Public speaking session, Colston 
Hall. 6.30 p.m. 

(NSTITUTE OF PACKAGING (Southern 
Area). Meeting, Management 
House, 8, Hill Street, W.1. 


Glasgow 
20% of dollars 


come from Scotch 


Because he believed that Glasgow 
had its failings more widely pub- 
licised and its virtues more over- 
looked than any other city, James 
Jack, president of the Publicity Club 
of Glasgow, suggested at the club's 
annual dinner-dance that members 
should, at every opportunity, make 
a point of speaking well of the city. 

At a meeting of the club, Robert 
Noble, assistant manager of Haig’'s 
bond department and spokesman of 
the Scotch Whisky Association, said 
that sales of Scotch whisky last year 
brought back to this country £29 
million from America and the dollar 
areas. Of the dollars earned by this 
country, 20 per cent were from the 
sales of Scotch whisky. 


Oxford 
— ee 


Degrees of planning 


control wanted 


At a meeting of the Advertising 
Club of Oxford a member of a panel 
of experts stated that the outdoor 
control of advertisements adminis- 
tered by the city’s planning commit- 
tee should be exercised “to varying 
degrees” according to the locality. 

Too great a uniformity of shop 
fronts, for instance, would produce 
as dull an effect as the opposite 
would be “tasteless and blatant.” 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


67,254 


Copies 
Weekly 


London Representative: Mrs. K. D. FALKNER 


69 Fleet Street, E.C.4 


64 Cromford House, 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
Manchester, 4 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars 6967. 
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facts you cant 


ADVERTISER'S WEEKLY 


The latest Hulton Survey reveals that 30% of all News Chronicle 


readers live in the North West. No other national daily has 


° 


more than 17% of its readers in this area. Moreover, 57% of News 
Chronicle readers live in the Midlands and North as a whole. 

No other national daily has more than 51% of its readers in that area. 

The survey also reveals that 33% of all News Chronicle readers live 

in London and the South East. That is to say the News Chronicle has no 


less than 90% of its readers in these densely populated industrial areas. 


And if you want to know how 
economical it is to advertise 
N EWS CHRON ICLE in the News Chronicle ring 
William Memory, 
Advertisement Director, 


FLEET STREET 5000. 


AND DAILY DISPATCH 
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ADVERTISER'S WEEKLY 


SOWWEY 


SEX 
APPEAL 


In recent months there has 
developed in a wide range of 
consumer advertising a sharp 
trend towards appeal to youth. 
On commercial television, in 
particular, messages are being 
directed at the really young. 

The approach in most cases has 
been imaginative, and inoffen- 
sive even to the most severe 
critics. Indeed some—like the 
new school choir cartoon for 
Rowntree’s fruit gums—are 
among the best commercials 
yet screened in this country. 

But the question advertisers must 
ask is: Are we really getting at 
the purse strings ? 


Deciding voice 


It is debatable whether or not 
sales may be _ substantially 
influenced by the nursery. But 
there is no doubt that the great 
majority of purchases are finally 
made by mother. 

The women’s feature writers of 
the national newspapers are 
certainly beginning to recognise 
this and to acknowledge the 
growing interest of their 
readers in advertising. 

As Anne Scott-James, of the 
“Sunday Express,” wrote this 
week : “You women are so im- 
portant, Just look at your 
spending power. . . . When we 
advertise our goods, it’s YOU 
we talk to.” That, she said, is 
what the men say today. 

But is it what most advertising 
men say ? 


Feminine whims 


If the answer is “yes,” then the 
next question is: “Well, are 
they doing it properly ?” 

The answer to that is “no.” 

Our new columnist “Femina” in 
her regular testing of the 
woman’s reaction to advertising 
is already finding complaints. 
She does not like “Americanisa- 
tion,” and she hates hunting 
around the big stores for pro- 
ducts which are heavily adver- 
tised but not generally stocked. 

It would pay all advertisers of 
consumer goods to ensure that 
their sales messages are 
designed to meet the feminine 
whims and fancies. They could 
do worse than start by stating 
the prices of their products. 


TALKING POINTS 


OctToBer 26, 1956 


‘Good manners’ Gilbert lashes ‘whip’ 


cinema ads 


(UTSPOKEN to the point 
of rudeness in his more 
memorable public perform- 
ances, Gilbert Harding might 
reasonably be expected to 
savage the business in a chap- 
ter devoted entirely to adver- 
tising in his latest volume 
Book of Manners (Putnam, 
12s. 6d.). But he has done 
nothing of the kind. 

The ad men of England—un- 
like their American counterparts 
who are condemned for “the 
hideous cacophony which ap- 
parently cuts so much ice in the 
USA”—get off very lightly 
indeed. 

Indeed, Harding obviously 
wrote with a Scroll ball-point 
pen after an effective dose of the 
indigestion relief which he adver- 
tises with such charm. 

Inevitably he reveals that he 
has fallen for the old line that 
prices could be reduced if adver- 
tising were cut. But that is due 
to the inability of advertising to 
explain its function rather than to 
any lack of reasoning ability on 
the part of Gilbert. 


‘Hideous scream’ 


Cinema advertising is lam- 
basted as “a hideous scream.” 
And Harding has a thought-pro- 
voking observation on this. 

“It is my belief,” he says, “that 
the decline of the cinema, which 
we have seen in the past decade, 
is not due to the birth of new 
attractions like television, but to 
the fact that cinema advertising 
defeated its own ends, It used up 
all its superlatives on very 
second-rate films. Now, even if 
a studio made a genuine thor- 
oughbred epic, there would be no 
unsuspect, undebased words to 
describe it.” 

He refers to the most desirable 
poster, “if one may judge by the 
horrors outside many cinemas, 
as “one which shows a half-naked 
girl cringing away from a well- 
muscled man with a whip. . 

Gift offers are panned, too. But 
it would not need a Nancy Spain 
to admit that Gilbert is charm- 
ing both to advertising and those 
whose products he gives testi- 
monials for when he says: 

“All we are entitled to ask is 
that advertisers, in button-holing 
us with their pretty pretensions, 
should do so with good manners. 
In Great Britain there are not, so 


far, many lapses from this very 


moderate sta ndard.” af 


“Hallo, dear—had a tough day working on some 
‘anti-freeze’ visuals.” 


PUBLISHERS’ PUZZLE 

UBLISHERS of some perio- 

dicals are finding themselves 
in an awkward situation. In- 
creased production costs have 
had to be absorbed, and this has 
sometimes meant a reduced pro- 
portion of editorial pages. 

Now advertisers are saying that 
their ads get lost in the crowd 
and that results are nose-diving. 

Puzzled publishers are wonder- 
ing if a rate increase would not 
have been more in the interest of 
their advertisers! 


GREEN 
HARTREUSE Liqueurs — 
“distilled in France by the 

Carthusian monks”—are running 
a question-answer series of ads. 


One runs like this: 

“Mummy why does Daddy 
drink Green Chartrooze and you 
Yellow?” 

“It's pronounced  Shartrerse 
dear, not Chartrooze. And Daddy 
drinks the Green because it's 
stronger.” 

“Oh! Is that why Daddy. . . .” 

“Now then dear. Isn't it your 
bed-time?”’ 

Its an interesting ad—but it 
leaves us frustrated. Just what is 
it that Daddy does? Fall flat on 
his face? 

We don't know if this ad sells 
more Chartrooze—sorry, Shar- 
trerse—but the next time we go 
into a bar at least we'll know 
how to pronounce the name cor 
rectly. 


TOMORROW'S TOPICS 


@ The influence of commercial 
television on popular reading 
habits will be revealed in the 
new IPA National Readership 
Survey now being prepared for 
publication. 


@ Details will be announced 
shortly of a new research under- 
taking in the youth market. A 
fresh approach to field-work is 
planned. 


@ Heavy publicity in a limited 
period is planned to sell poly- 
thene-wrapped, ready-for-the- 
oven turkeys this Christmas. 


® Strong moves are afoot to per- 
suade British furniture manu- 
facturers to undertake co- 
operative marketing in the 
United States. 


®@ Negotiations are now taking 
place to improve supplies of 
American citrus fruit for the 
Christmas market in Britain. If 
they are successful, substantial 
ad campaigns are expected. 


@A leading clothing manufac- 
turer is to launch a new, non- 
iron, tunic-style shirt with 
detachable collars just before 
Christmas. Heavy advertising 
is planned. 


®A complete revision of the 
packaging of a leading drug 
manufacturer’s products is now 
being undertaken by the firm’s 
advertising agents. Emphasis 
is to be placed on designs for 
self-service stores. 


ROUND TABLE 


SPACE SELLING |starts with an 6° fy. yo 


ado. NEWS 


LONDON - LESLIE BIRD, MAYFAIR 2306 


PAPER SERVICES LIMITED 
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Telephones: 29176/9 
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How to enter one human head—or 5,000,000 


If your advertising aim is to get into the minds of about 
5,000,000 people intelligent enough to like reading, the 
key is in your hands: The Reader’s Digest opens the 
door at a touch—indeed, holds it open for you. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average 
in income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million ot them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader’s Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose ex- 
ample is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader’s Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 


e Reader's Digest 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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Qote- | 


mee Over 6,000,000 women 
7. and every one 
a potential customer 


If your product or service is bought by women — no other 
daily or weekly mass advertising medium in the country can 
give you such an exclusively immense concentration of 
potential women customers as WOMAN. 
Your sales message in WOMAN goes directly to nearly 
one-third of the nation’s most valuable prospects; selling 
in an atmosphere as natural to women as it is productive 
to you. More than that. It sells not once, but over and 
over, as long as WOMAN remains in the home. - 
If you want every penny of your expenditure to 
influence an unrivalled coverage of potential cus- 
tomers without wasteful circulation or wasteful 
readership — you should advertise in WOMAN 
— the most powerful single selling force 
available. 


Soa 


tse 3,306,959 


A.B.C. WEEKLY NET SALES, JAN.-JUNE, 1956 


on el 


ee «J HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96 LONG ACRE, LONDON, W.C.2 
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WYERY couple of decades 
or so a _ mathematical 
prodigy is discovered — a 
human calculating machine 
who can complete in his head 
and almost at a glance the 
kind of sum that you and I do 
laboriously in 10 minutes and 
then do all over again to make 
sure we got it wrong the first 
time. 

Usually, these boys are said to 
be quite untrained and it is 
widely believed that one must 
never allow them to get within 
speaking distance of a school- 
master, for the moment they 
learn the theory of mathematics 
they will become confused, lose 
confidence, and end by standing 
in the corner in disgrace and a 
dunce’s cap—a belief that is 
utterly without foundation. 

Perhaps I move in mysteri- 

ous creative circles, but most 
of the copywriters I know like 
to believe that they, too, have 
nothing to gain and perhaps 
a lot to lose from any school- 
ing in their craft. Like two- 
finger typists or public-house 
pianists they are perfectly 
happy to play by ear and can 
see no sense in five-finger 
exercises. 

Theirs is a perfectly tenable 
position and some of them have 
the kind of income that involves 
a much more thorough study of 
the laws of taxation than they 
have ever given to the writer’s art 
or the copywriter’s craft. 

But I notice that they become 


Housewives 
Regularly Read 
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AD MAN’S BOOKSHELF 


‘“COPYTASTER turns reviewer with a 
volume to keep among 


the dictionaries ... 


This is basic reading for 


ery copywriter 


modest to the point of evasive- 
mess whenever there is any 
danger of their copy’s effective- 
ness being tested by the inclusion 
of a free offer by a client who 
knows from past experience how 
many replies an even moderately 
good advertisement should pro- 
voke. 


Playing by ear 


No words of mine will induce 
such boy prodigies to read this 
new book on copywriting by 
Merrill DeVoe.* They wilthappily 
go on playing by ear, even if only 
the client is interested enough to 
listen—and their copy will con- 


* Effective Advertising 
Merrill DeVoe. 712 pages. 
by Macmillan, price 45s. 6d. 


0 


Copy, by 
Published 


C 


Local Papers in Kent 


KENT MESSENGER 


GROUP | 


tinue to work wonders for their 
agency’s and their advertisers’ 
prestige until the day—that is 
surely coming—when it becomes 
necessary to turn the prestige into 
sales across the counter. 

For the rest of us (not only 
copywriters but advertising 
managers and everybody con- 
cerned with copy) this is a 
book to keep on the same 
shelf as your dictionaries— 
prose, rhyming and quotations 
and—I hope—your Fowler's 
Modern English Usage. 

It is not a book to borrow 
from anybody who wants it back 
reasonably soon, partly because 
it is very big—the kind of book 
that holds more than your 
belican—and partly because its 
literary style ts such that con- 
tinuous reading is almost impos- 
sible. The author evidently felt 
that it was no part of his job to 
jolly the reader along, and I 
found it as mortifying to the 
mind as its physical weight was 
exhausting to the hand. 

But, as a book to consume 
in small mouthfuls and then to 
keep handy for reference it is 
one of the most valuable of the 
many books on copy I have 
read. 

Like nearly all American text- 


books, it is given a tiresome air 
of scholarship and authority by 
copious footnotes and references 
which make it even more unin- 
Viting to the eye and mind. And 
the author has padded it out with 
extended quotations from adver- 
tising trade journals. 


Useful discrimination 


But his use of scissors and 
paste has been so intelligent and 
discriminating that even when 
these quotations are not particu- 
larly informative they are in- 
variably interesting and 
inspiring. 


Because no other book seems 
to have even touched on the 
subject, I was particularly 
interested in the chapter called 
“Does this product make good 
copy?” in which he points out 
that, however fascinating they 
may be to their manufacturer, 
many products are intrinsically 
such a bore to their prospec- 
tive buyers that advertisements 
for them can only be made 
readable by the introduction of 
extraneous matter. 


In this chapter he provides 
valuable lists of advertised pro- 


@ Continued on page 22 


often 


New showroom for Eagish clocks | 


iF 


Shes 


A new showroom has recently been opened in London by English 
Clock Systems Ltd—a branch of the clock and watch division of 


S. Smith & Sons (England) Ltd. 


On the left is a display of the firm's 


recent advertisements. 
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BIG JOB FOR 
WOMAN 
COPYWRITER 


Copywriting is not enough. We want a woman 
of wide advertising experience who can not 
only plan and write food and fashion campaigns 
for Press and Television, but who can also 
conceive and develop merchandising and store 
promotion ideas for a range of products. 
We also want the sort of person who enjoys 


co-operating with other creative people. 


We are a big agency, this is a big job and we are 


prepared to pay a big salary to the right woman. 


Write in confidence to: 


Box 4777, Advertiser’s Weekly, 180 Fleet Street, E.C.4. 
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AUTOTYPE 


, Where to see 
some really good 
giant 


enlargements 


Like Barkis we are willing, but with the best 
will in the world we can’t blow in with one 
of our larger blow-ups to show you what 
they look like. They're too big. So it’s a 
case of Mahomet and the Mountain. 


We have pleasure 
in announcing 


that we have a 21-footer (9ft. by 21ft.) on 
permanent exhibition in the lecture room at 
the Building Centre, Store Street, W.C.1 (off 
Tottenham Court Road). (Photomurals are 
now fully recognised as part of an architect's 
materials and are being used extensively in 
people’s homes as well as in public buildings). 


If this is out of your way there are several 
more to be seen in Central London at the 
moment: one at the Kardomah Coffee Bar 
at the London Bridge end of Cannon Street 
and five in full colour in the Exeter Room 
Restaurant at the Strand Palace Hotel. 


If you are interested in enlargements at their 
best we urge you to see some, if not all, of 
the above and we are content to let them 
speak for themselves. We should add that 
we make the smaller sizes too, and also 
transparencies. Our prices are right and 
Autotype service is a byword throughout the 
trade. 


THE AUTOTYPE COMPANY LIMITED 
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‘Compulsory textbook’ for 
| young copywriters 


ducts in descending order of 
interest to men and women. The 
women’s list begins with women’s 
apparel and ends dismally with 
books, tobacco products, alco- 
holic drinks, routine staple foods 
| such as salt, seasonings and 
sugar, heavy household appli- 
ances such as furnaces, and men’s 
clothing. 

Men, on the other hand, seem 
to be most interested in getting 
away from it all. Their. list is 
headed by cars, aircraft, railways, 
ships, men’s clothes, beer, 
whisky, cigarettes and entertain- 
ment, and ends with office equip- 
ment, all women’s products, and 
hearing aids. 

This is followed by several 
even more useful chapters about 
“finding specific product benefits” 
—which could rhaps be de- 
scribed as translating a manu- 
facturer’s selling points into 
women’s buying points. 


| Consumer’s viewpoint 


By taking a whole list of so- 
called selling points for an @lec- 
trical appliance and showing 
what they mean from a con- 
sumer’s point of view he gives 
more practical help to young 
copywriters (and old advertisers 
too) than they would be likely to 
learn in years of trial and error. 

To the young copywriter this 

| should be a compulsory text- 
book. To those of riper years 
it will prove more useful and 
in many ways more inspiring 
than they would like to admit. 

But it is not easy reading. 
Textbooks seldom set people 
rockin’ ’n’ rolling in the aisles, 
and this does not have a smile in 


all its 25 chapters. And I must 
add that neither this nor any 
other book can turn a bad copy- 
writer into a good one. 

But there are not many copy- 
writers so good that it could not 
make them even better. 


Review of world’s 
best photographs 


Photography Year Book 1957, edited 
by Norman Hall and Basil Burton, pub- 
— by Photography Magazine, price 


NCE again this annual con- 
fronts photographers. (and 
indeed anyone concerned with 
contemporary illustration) with 
the problem of finding yet more 
room on the bookshelf. For the 
book is something that they can 
only ignore at their professional 
peril. And more so, perhaps, 
this year than on any previous 
occasion. 

The editors do not strain after 
effect when they claim that this 
1957 edition contains better 
pictures than ever before. To get 
them into the volume they had to 
consider no fewer than 20,000 
prints drawn from photographers 
in many countries. And they 
have presented some 180 of them. 
This year’s featured photo- 
graphers include Robert Dois- 
neau, Rolf Winquist, and Bert 
Hardy, described as among “the 
world’s leading photographers.” 

In brief, the justifiable claim is 
that inside this book are to be 
found the best photographs that 
the world has had to offer the 
editors during the past year. It 
is an absorbing volume.—H. F. 


Improving eye 


BROWNLOW ROAD, WEST EALING 
LONDON, W.13. —_ EALing 2691-2-3 | 


Fish merchants and retailers who toured the stands of the Grimsby 
Centenary Exhibition were able to study the latest methods of present- 
ing fish attractively to the public on the stand taken by British Cello- 
phane Ltd. Practical demonstrations were given of wrapping and 


heat-sealing. 
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| As a bookstall manager... | = 


I can usually recognize readers of 


SHE 


Well, that’s what I used to say a year or two ago, when | Even husbands buy it to take home. ‘It’s a good shillings- 
the magazine first started —but now I’m not so sure. SHE | worth’ one man said the other day, ‘but it costs mea packet 
has caught on so well with women of all ages and types | in the long run. Every time my wife and daughter look at 
that you never know who isn’t going'to ask for a copy! | theadvertisements they seem to findsomething they want!’ 


It pays to keep on advertising in Britain’s liveliest monthly magazine for women —and it costs only £265 a page 
F. H. Ayre, Advertisement Manager, SHE, 21 Ebury Street, London, 8.W.1. SLOane 7221 


SHE is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of : Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books. Proprietors of : The Good Housekeeping Institute s 
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RE-PACKAGED bras and 

lightweight step-ins are 
becoming a feature of the 
corset and lingerie sections of 
shops. Convenient as a quick 
way of dealing with repeat 
orders, they are also an effec- 
tive and eye-catching form of 
sales promotion. : 

This autumn Berlei are packing 
their Unda-lift bras and the 
Sarongster step-in and pantee in 
newly styled crisp  self-sealing 
envelopes coming in attractive 
colours of sky blue, fuchsia and 
sea-green respectively. These 
have been designed by S. 
Nicewski, who has been respon- 
sible for many of Berlei’s recent 
display activities. 

To be effective such packages 
call for holders and for that 
reason American-style package 
dispensers are also making their 
appearance this autumn in corset 
departments. For their part, 
Berlei are distributing one made 
of fine plastic covered tubing and 
designed on a kind of “grand- 
stand” principle in order to exhi- 
bit the packages in tiers. 


Range of garments 


Occupying only 17 square 
inches of counter space, this dis- 
penser displays a combination of 
18 Berlei Unda-lift bras plus half 
a dozen each of the Sarongster 
step-in and pantee. Alterna- 
tively, i} can hold 54 bras in 
three cuy fittings. A descriptive 
plate at the bottom is reversible 
to desenbe either variation of 
merchandise. Small rubber feet 


Greater convenience is provided 
by the new Vaseline shampoo 
pack. 
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PACKAGING AND POINT-OF-SALE DISPLAY 


Our Packaging Correspondent finds 
that life has become easier for those 


who sell—and buy—bras and step-ins.. . 


New packs boost corset and 


lingerie sales 


Self-sealing envelopes are now being used to package Berlei products. 
In attractive colours, the main purpose of the new packs is to catch the 
eye of the shopper. 


prevent the dispenser 
scratching the counter. 

The appearance of these pack- 
aged goods and dispensers does 
not herald any departure from the 
Berlei emphasis on “first fitting 
your Berlei”—preferably at the 
hands of one of the 500 fitters 
the company trains annually at 
its own schools. The purpose of 
the dispenser is to catch the eye 
of the already satisfied Berlei 
wearer who, according to the 
company, now has a tendency to 
replenish her stock of popular 
numbers as she does her nylons 
and lingerie—and often while 
shopping for other things. 

* * a 


from 


THe New Vaseline liquid 
shampoo sachet has two advan- 
tages. Firstly, to open it one 
simply tears off the top—there 
is no need to worry about a pair 
of scissors, nor is there the busi- 
ness of trying to tear open some 


Left: A 


attractive 


- Christmastide. 
than ever before. 
only 17 square 


selection of some of the 
chocolate 
J. Lyons & Co., Ltd., are offering this 
The range is bigger 
Right: Taking up 
inches of counter 
space, this new Berlei dispenser can 
hold 54 of the newly packaged bras 
in three cup fittings. 


obstinate plastic container in the 
right place. The second advantage 
is that the new sachet, which is 
made of strong foil, enables only 
half the contents to be used if 
desired—or to use half the con- 
tents for a preliminary wash and 
the remainder later. In the latter 
case the sachet may simply be 
folded over so that the contents 
will not spill and the packet will 
stand up without any trouble. 
* * * 

THREE NEW flavours—choco- 
late, cokernut and lime juice 
join the original mint flavour of 
Macdonald’s highly successful 
YoYo chocolate biscuit and are 
being packed in display boxes of 
three dozen—one dozen of each 
flavour to the box. Each indi- 
vidual YoYo is packed in a 
double layer of protective foil to 


boxes which 


preserve quality and flavour. The 
pink and white striped display 
box, designed for maximum eye- 
appeal, is a departure from the 
original Macdonald YoYo tradi- 
tion. 


* * 
AN EFFECTIVE point-of-sale dis- 
play for MHartley’s jams and 


marmalade is now appearing in 
retail shops. In the form of jar 
crowners, the displays feature 
life-like imitations of the particu- 
lar fruit contained in the jam or 
marmalade, set against an appro- 
priate coloured background. Pro- 
jecting through cut-out shapes in 
the board are the coloured 
moulded acetate fruit shapes 
orange slices, strawberries, etc. 

which give the display a three- 
dimensional effect. 

The displays were designed and 

@ Continued onfpage 26 


HARTLEYS 


“Real life’ 
fryit appear on the new Hartley 
display. 


imitations of the 
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THE NEWLY acquired right of 
the off-licence trade to sell spirits 
in 4 and ¢ size and miniature 
bottles focuses interest on the 
small flasks which can now be 
sold singly without infringing the 
law. A ¢ size flask of Lorel, a 
fine mature French three-star 
brandy specially blended by Jules 
Lorel et Cie. for the British 
market, and introduced into 
Britain by Brandies of France, 
Ltd., is now available from a new 
counter display unit. 

Desigh of the unit is such, that 
four miniature bottles are pre- 
sented in full view under the 
message “Take One With You.” 

2 7 * 


A NEW and attractive pack to 
enable their clients, Meltis Ltd., 
effectively fo launch their new in- 
dividually wrapped fudge has 


26 


Four-bottle display unit 
for off-licence trade 


been designed by Richard Lons- 
dale-Hands Associates. 

The portions of fudge are 
wrapped in transparent film 
carrying white and brown letter- 
ing and, as a visual aid to the 
contents, these are illustrated on 
the exterior of the pack. They 
surround an oval panel in red 
with the maker’s name in black 
and the word “Fudge” in white 
and black shadowed lettering. 
There is a background of pale 
yellow, with neat gold pin stripes 
and the design is repeated on the 
bottom and sides. The pack opens 
by a flap at one end, and is 
wrapped in plain film. 

The whole effect is to create a 
marked sales appeal for this pack 


Background to the 
new fudge pack 
from Meltis Ltd., 
is pale yellow with 
gold pin stripes. 
Inside, separate 
pieces of the 
confection are 
wrapped in trans- 
parent film. 


— 


. (pronounced Sprool) has 


entrusted us with sole rep- 
resentation. His work 
(pronounced excellent ) 
in the men’s fashion /, 
f/ 


field has gained 
international 
prominence. 

We should like 
to show you 


more. 


REPRESENTED 


both for its fresh colouring and 
skilful eye-catching design. 


New material 
for packs 


CORRUGATED PAPER with 
printed designs and _ cut-out 
shapes is now available in this 
country. Recently developed by 
E. S. & A. Robinson Ltd. (Fold- 
ing Box Division, Bristol), this 
new packaging material is ideally 
suited for display purposes and 
has manifold applications as a 


Four of the minia- 
ture flasks of the 
French brandy 
styled Lorel, can 
be presented on a 
bold new point-of- 
sale display. The 
product is being 
distributed in this 
country by William 
Gaymer Ltd., and 
Son. Advertising 
agents are Clifton 
Advertising Agency 
Ltd. 
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comprehensive self - supporting 
box, liner and printed exterior— 
obviating the need for an outer 
wrapper to provide eye appeal. 

A wide variety of materials can 
be used for the flutings, and the 
facings can include board, grease- 
proof, glassine, foil, etc. An 
overall printed design is neces- 
sary, whether the materials used 
are in flat or fluted form, except 
for foil or board. If required, 
board can be printed in several 
colours to register. Any of the 
many combinations of materials 
available can be produced in the 
form of cut-out flats or glued 
shapes, either single or double- 
faced, and can be quickly and 
conveniently made up by hand or 
automatic machinery into boxes, 
cartons or division trays for all 
purposes. 


SKETCHES FOR ILLUM COPENHAGEN 


NT ‘ARTISTS LIMITED 


MINERVA HOUSE 
WELLINGTON ST.. 
TEMPLE BAR 6720 


STRAND, W.C.2 
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THE FACTORY BEHIND THE DISPLAY 


A a ACME factory with its new wing An attractive, illuminated 
; > ° window display incorporating 
is Europe’s largestplant producing Ppmnibigenss p hg 
point-of-sale material of all types, and — produced for 
occupies an area of 24 acres with an to Nations) Bonnets 


Company Limited. 
additional 14 acres of land for further 


development. Acme production, THYLENE 


backed by a team of 50 designers, PROTECTS YOUR RADIATOR 
brings a complete service to adverti- 


sers. Top quality showcards, displays 
and signs at competitive prices are 
the keynote of this service. 


OF ENFIELD 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works « Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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PUBLIC RELATIONS 


NDER the title of Nine 
Lives, a booklet is being 
issued to every driver when he 
renews his licence. The object 


GO ON peTE / 
DON'T LET HIM 
OVERTAKE 


4. Speeding causes over 9,000 accident< 
ayer? 


Hidden fauti 


A page from the “safety first’ 
booklet, produced by Shell-Mex 
and BP Ltd. 


road safety booklet 


is to remind him of the more 
common ways in which acci- 
dents happen. 


The booklet, which has been 
produced by Shell-Mex and BP 
Ltd., in association with the 
Ministry of Transport and Civil 
Aviation, is scarcely any larger 
in size than a driving licence 
However, it contains nine 
coloured drawings of scenes in 
which accidents are about to 
happen through. some driving 
fault. Under each picture is 
given the number of accidents 
caused in a year by the fault 
indicated. 


Finding the faults 

Also included is a puzzle for, 
in seven of the nine pictures there 
is a second, hidden, fault, and 
readers are asked to test their 
knowledge of safe driving by 
seeing how many such faults they 
can find. The artist who painted 
the pictures is Roland Davies. 
well known as an illustrator of 
motoring and motor - cycling 
topics as well as the creator of 
“Come on Steve” in the Sunday 
Dispatch. 


PRESENTS 


Commission by 


Kilmarnock. 


FREDERICK GRIFFIN 


London Press Exchange Ltd. 
for Blackwood, Morton & Sons Ltd., 
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Journalists watching the process of making garments at the Hackne) 
factory of Grandees Ltd. They were shown how all waist sizes were 
catered for. 


Some 8.25 million copies of the 
booklet will be issued and will 
thus eventually find its way into 
the hands of a quarter of the 
adult population of the country. 


Satisfying the 
awkward sizes 


JOURNALISTS TURNED 
dummies recently at a 
clothing press conference. They 
were answering a _ challenge 
thrown out by Grandees Ltd., the 
men’s ready-to-wear slacks firm, 
to fit any “awkward-size” jour- 
nalist present. 

The stunt was arranged by the 
public relations division of F. H. 
Radford Ltd. to introduce Gran- 


tailors’ 
men’s 


dees’ 1957 range of ready-to-wear 
trousers. The location was the 
makers’ Shore Road, Hackney, 
works. 


Suitable for all 


Grandees claim that their slacks 
(for which special cutting patterns 
were devised) embrace almost all 
shapes of men whose waists are 
between 28 to 44 inches. They 
challenged the journalists present 
to step forward for a fitting and 
promised £5 to any charity named 
if the slacks did not fit perfectly. 

First man to accept was A. T. 
Fairbairn, of Style for Men. 
Then came Tom Cundall (edi- 
torial director, Man and His 
Clothes). Neither were the “nor- 
mal” stock size. Both were fitted 
easily. 
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President: Her Grace the Duchess of Marlborough, C.B.E., J.P. 


June 1-29 


Hawe you booked your space ? 


Organisation and Administration: 
Fairs and Festivals, Ltd., 
141 New Bond Street, London, W.1. 


(telephone GRO 3373/4) 


Co-ordinating Designer: 
Ronald Dickens, M.B.E., F.S.1.A. 


Consultant Architect: 
Ian Jeffcott, L.R.I.B.A. 


L Op 
~~ Dp 
~ . a 
Re is 
| i ,= 
— |) 
| i a Ee 6 
951 
| SCC 
es 
| a 
| 
= ll ee la pt a ae 


ADVERTISER'S WEEKLY 


For widespread coverage 
of the Dutch market and 
predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland’s leading independent national daily 


Subscribers: 


AMSTERDAM~ - - 
REST OF HOLLAND - 


100,000 
50,000 


150,000 
te 
London Office : 


FRANK L. CRANE, 69 Fleet Street, E.C.4 
FLEet Street 2811 


A trump card 


Ten percent of all Netherlands families, the 
heart of the Dutch market: Het Vrije Volk. 


All details from A. Press Ltd., 


14, Doverstreet, London. W.I. 


es‘ reel: Mayfair 8615. 


Het Vrije Volk 


MIOA afiia eH 


| difficulties 


After a day-long contest at Scheveningen, “Miss Fris” 


Octoser 26, 1956 


was chosen. 


Left to right: Victor van Vriesland, chairman of the judges, “Miss 
Fris’ (Ria Kuyken), and C. J. G. Becht, president of the Dutch Soft 
Drinks Association, 


Collective promotion to 
boost soft drink sales 


By A SPECIAL CORRESPONDENT 


A® outstanding collective 
advertising campaign was 
conducted in Holland this 


| summer by soft drinks manu- 
| facturers. It is reported to have 
created a lot of public interest 


but a market survey is yet to 
be held to assess the true 


| results. 


As in Britain, one of the chief 
encountered in the 


| country within focus this week 


| ing of the necessary funds. 


| contribute one 


when the attempt is made to 
launch any collective scheme by 
a trade or an industry is the rais- 
The 
idea of a joint campaign for 
Dutch soft drinks had been dis- 
cussed for many years by the 
trade association—and matters 
came to a head in 1955 when it 
was decided that a fund should 
be established. Every manufac- 
turer of soft drinks was asked to 
guilder (about 
Is. 104d.) for every 1,000 crown 
corks purchased. 


Method of collection 


_ The suppliers of crown corks 
in Holland were advised of the 


| manufacturers who promised to 


co-operate and the appropriate 
surcharge was added to the 
accounts rendered to those firms. 
At the end of each month, the 


| crown cork suppliers then handed 
| over the money collected in this 
| way to the soft drinks associa- 
| tion, 


Additional revenue for the 
advertising fund came from the 
wholesalers of soft drinks after 


| one of the leading wholesalers 


had suggested that 
should support the 
campaign. These 
contributed at the 


they also 
proposed 
wholesalers 
rate of one 


FOCUS OU 
HOLLAND 


guilder for every 1,000 bottles 
of soft drinks which they bought. 
When the fund was first pro- 
posed in 1955 it was made clear 
that contributions would be vol- 
untary. But it was also agreed 
that if, after one year, there was 
insufficient in the fund to launch 
a worth while scheme, all con- 
tributions should be refunded 
and the idea of collective adver- 
tising abandoned. 
In the event, over 65 per cent 
of all soft drinks manufac- 


@ Continued "on page 32 


nu weet U wel 
wat fris drinken betckent! 


detiak’ fis / 


Kmtrenctemdend — Alehaenty 


One of the press advertisements 
which appeared throughout Hol- 
land to boost “Drink Fris.” 
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Weekend Reveille 
offers special advantages 


The powerful, mass-selling Weekend 
Reveille has the highest proportion of 
Housewife Readers with children under 
sixteen of any daily, Sunday or competi- 
tive weekly newspaper published in this 
country. 

More than half of Weekend Reveille’s 
Housewife Readers are in this special 
group. They are people with many 


years of buying ahead of them. . . people 
who mean business for you today, to- 
morrow and for years to come. 


Whether you are launching or sustaining 
a sales campaign directed at families, 
Weekend Reveille’s vast Thursday-to- 
Tuesday readership, with its solid pur- 
chasing power, is a fine investment. 


R. Grant Davidson, Advertisement Manager, Holborn 4321. 


Weekend 


FR_eweilie 
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Mechanical World 


AND 


engineer. 


Wt, & 


ENCINEERINGC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY 
31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


LIMITED 
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FIFE ASSOCIATED NEWSPAPERS 
COVER INDUSTRIAL FIFE COMPLETELY 


THE DUNFERMLINE PRESS 


THE FIFE FREE PRESS 


43,631 A.B.C. WEEKLY 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 


231-2 STRAND, W.C.2 


CITY 5906 
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‘Mannequin show in Dutch 
soft drinks promotion 


| 


| 
| 


turers and many wholesalers 
contributed to the fund, with 
the result that in the early 
summer of this year it was pos- 
sible to decide to launch the 
scheme in August. 

The immediate problem then 
was that in Holland there is no 
collective name for carbonated 
soft drinks, so that one suitable 
for a striking slogan had to be 
invented. After much considera- 


| tion, it was agreed that the cam- 


“‘The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is 


the only Newspaper 
printed 


and published in 
DUMERIES. 
Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 
ABC Weekly Circulation 


35,539 


HEAD OFFICE: 


133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 


Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE: 
E. Greenwood, Ltd., 


Strand, W.C. 
Telephone, City 5906-8. 


231-2 


For 
Expert 
Presentation 


Of Cine Shows 

at exhibitions, 
conferences and 
public meetings, etc. 
All types of 


projections available. 


Facilities Department— 


PAUL BARRALET 
PRODUCTIONS LTD., 
110a Southampton Row, 
London, W.C.1. 

(Tel: CHAncery 2686) 


paign should be built around the 
words “Drink Fris’” and “Fris 
Dranken” which, literally trans- 
lated, mean “Drink Fresh” and 
“Fresh Drinks.” 


Complete press coverage 


A series of five advertisements 
was designed to introduce these 
slogans and to promote the sales 
of carbonated soft drinks. Begin- 
ning in early August, these adver- 
tisements appeared in some 83 
daily newspapers, giving a com- 
plete coverage of the whole of 


Holland. The spaces used were 
mostly about 10 inch treble 
column. To link up with the 


press advertising, large quantities 
of window stickers were received 
by those who had contributed to 
the fund. These stickers had a 
good showing in retail establish- 
ments and also on the transport 
used both by the manufacturers 
and the wholesalers. 

To attract the attention of the 
public and also the press, radio 
and television in Holland, a con- 
test to find “Miss Fris” was held 
at Scheveningen, the popular sea- 
side resort near The Hague, at 
the height of the holiday season 
on August 18. This was linked 
with a mannequin parade which 


| went on for much of the morning 


and afternoon. 

During the day, five manne- 
quins were chosen for a special 
task. Each was presented with a 
bottle of “Fris” and a sum of 
money. Accompanied by a mem- 
ber of a special jury, they had to 
go into The Hague and obtain 
from one of the leading fashion 
houses there an outfit matching as 
closely as possible the colour of 
their particular soft drink. On 
their return, the five girls paraded 
in the outfits bought and the 


winner was the one who had 
succeeded in obtajning the closest 
match. She was presented with 
the outfit she had chosen. 
While these girls had been 
away, a variety show had been 
presented, in which the high- 
light had been the singing of 

a song specially composed 

about “Fris.” 

Then came the final judging in 
the “Miss Fris” contest when 
Miss Ria Kuyken, of Amsterdam, 
was declared the winner. Her 
prize included a week's holiday 
in Paris this autumn during the 
French fashion season. But even 
the best laid plans sometimes go 
awry, and one organised in con- 
nection with this soft drinks 
campaign resulted in some red 
faces and some good natured 


banter in Dutch advertising 
circles. ; - 
Announcements looking like 


news items were inserted in cer- 
tain local dailies to the effect that 
a ship carrying a cargo of soft 
drinks had gone ashore not far 
from some popular holiday re- 
sorts where part of the cargo 
might be washed up along the 
beaches. Special cases and special 
bottles, bearing slogans, had been 


The population of Holland on 
August 1 was 10,899,521 accord- 
ing to the Central Bureau of 
Statistics. The State Bureau for 
the National Plan has recom- 
mended that efforts be made to 
spread the population more 
evenly across the country. 


obtained for this purpose and the 
idea was that holiday makers 
should scour the beaches in order 
to find the free soft drinks. 

The publicity boys, how- 
ever, had not reckoned with 
the resourceful Dutchmen who 
outsmarted them by arriving 
very early in the morning 
with barrows. They proceeded 
to collect all the bottles of soft 
drinks from the beaches for 
sale along the promenade. 
Nevertheless, even this failure 

gained publicity, and the Dutch 
soft drinks association will 


shortly be conducting a consumer 
survey to ascertain to what extent 
their slogans have registered with 
the public. 


This shows the design of the window sticker used throughout Holland 


during the course of the collective soft drinks promotion. 
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DO YOUR FILMS GET 


WIDEST 
SHOWING ? 


There's a big potential audience for your films among the 


thousands of self-equipped groups served by the Sound- 
Services Film Library. You can obtain wide and varied 
‘distribution and at the same time have all storage, admin- 
istrative and despatch problems taken out of your hands. 
This film library is a vital iink between sponsor and audience. 
Its catalogue is widely circulated and advertised. Why not 
find out how effective it could be for your films? 
For audience groups not equipped for showing films, 
Sound-Services run a complete Mobile Film Projection 


service—operator, projector, screen, all accessories, the lot ! 


SOUND-SERVICES LIMITED 


(An Associate of The Film Producers Guild Ltd.) 
269 KINGSTON ROAD - MERTON PARK - LONDON 8.W.19 
Telephone: LiBerty 4291 TGA sas 


you have to provide for your own 


retirement — here’s a book 


that will help you. 


The last Budget brought good news of tax con- your copy from the nearest Northern Office, or 
cessions for those who have to make their own from your Insurance Broker, or simply fill in 
retirement arrangements. “The Northern’ have this coupon. 
devised two new plans to make the most of 
these important new tax reliefs. 

Before you make your own plans, you should 
in your own interest consult ‘The Northern’, THE 
Their informative and very helpful booklet 


“Two New Ways to Provide for Your Retire- N 6) R H E, R N 
ment” will answer all your questions. Get 


l To The Northern Assurance Co. Ltd., 

| 1 Moorgate, London, E.C.2. 

| Please send me, without obligation, a copy of your Address 
booklet ““ Two New Ways to Provide for Your 

| Retirement.” 


You’ll be on good terms with 
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rant Management 


Po 


The Blandford Pair— 
blanket coverage— 
at the lowest rates, 
woven. @nd largest audited 
circulation 


BLANDFOR®D ARE ALSO PUBLISHERS OF THE QUALITY TRADE JOURNALS : 
Display ; Freight News ; Junior Age ; Shop Review ; Travel World. 
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Select the right Media 
IN THE HOTEL & CATERING FIELD 


THIS ADVERTISEMENT has been taken to give the facts about the two monthly hotel 
and catering journals published by Blandford Publications—trade journal publishers since 1919 
-and to state that we have no connection with any other journal in this field. 


Monthly. Controlled circulation to 


oe) Management Restaurams, Cates, Brewery Groups 
> 22,450" 


Monthly. Controlled circulation to 
the buyer or catering manager in 

Catering Mana a 
Services, etc. 


%*% Our first certificate will be for the period July-December, 1956 
and we believe the combined circulation of 22,450 will be exceeded. 


The Highest Circulation. The combined circulation of Catering Management and Hotel & 
Restaurant Management is over 22,450 copies per month—the HIGHEST audited figure ever 
achieved in the catering trade press. 


The Lowest Rates. Joint rate for twelve consecutive monthly insertions in both journals only £75 
per page (10” x 7”). 


Editorial Features Maintained. Including Mr. Pearce Sales’ leading article. All advertisements 
face or are next to editorial. 


The Only A.B.C. These two journals are the only hotel or catering magazines with membership 
of the AUDIT BUREAU OF CIRCULATIONS. 


S. W. Francis, Advertisement Manager, HOTEL & RESTAURANT MANAGEMENT. 
Ken Warton, Advertisement Manager, CATERING MANAGEMENT. 


BLANDFORD PUBLICATIONS LTD. 


16 WEST CENTRAL STREET, LONDON, W.C.1. TEMple Bar 9551 (7 lines) 


PUBLISHERS OF THE QUALITY TRADE JOURNALS: Catering Management; Display; Hotel and 
Restaurant Management ; Junior Age ; Travel World ; Freight News ; Shop Review. 
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ADVERTISER'S WEEKLY 


0 


Housewives 
Regularly Read 
ton Papers in — 


KENT MESSENGER 


GROUP. 


Poll? rod 
or perch 


Measure as you may, 


audited circulation 


figures prove that 

our two newspapers 
continue to 
GALLUP towards 


saturation point. 


ISLE OF THANET GAZETTE 


ABC 18,855 
covers Margate, Broadstairs and Ramsgate 


EAST KENT GAZETTE 


ABC 9,811 
covers Sittingbourne and District 


Proprietors : W. J. Parrett Ltd. 
Advertisement Office : 25 Cecil Square, Margate 
Phone : Thanet 21313 


London Representative : 
E. W. Player Led., 30 Fleet Street, E.C.4 
Phone : FLEet Street 9093 
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For Home Penetration 


Use the 


CHATHAM NEWS SERIES 


LONDON: £. W. PLAYER LTD., 30 FLEET ST. E.C.4 
85% of Kent housewives read their local paper 


th ° 


After three quarters of a century of progress, 
the ‘‘ Kentish Times’ is now one of the 
largest provincial weeklies in the country and is 


KENT'S BEST MEDIUM .- 


Nett sales have increased by nearly 9,000 
copies weekly since 1952. The current ABC 


figure is 
89,826 


FLAT RATE 26’- PER S/C. INCH 


Wnagesl Net Sale in Kent 
KENTISH TIMES 


SERIES . 


HEAD OFFICE : LONDON OFFICE : 
Times Buildings, 329 High Holborn, 
SIDCUP LONDON, W.C.| 
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Advertiser’s Weekly 
Marketing Special 


COUNTY OF 
KENT 


ADVERTISER'S WEEKLY 


O the advertiser and the 

marketing man the need 
for well substantiated data on 
regional markets and regional 
press readership has long been 
apparent. 

Readership statistics and infor- 
mation on the characteristics and 
composition of the reader 
audience have been provided on a 
national scale by annual reader- 
ship surveys, and on the product 
and brand purchasing habits of 
its readers by _ enterprising 
national publications. 

Because of sample considera- 
tions and area definitions on a 
broader scale than the Registrar- 
General's standard regions, the 
data available in the annual 
national surveys—so far as deci- 
sions affecting regional press 
appropriations are concerned—are 
inevitably limited. The advertiser 
who is interested in reaching, say, 
the Cardiff area market will find 
facts and figures relating to Wales 
and the South-West too wide for 
his purpose. 

For this reason the enter- 
prise of the Kent Newspapers 
Proprietors’ Association (which 
represents 37 weekly mnews- 
papers in Kent) in producing 
the “Market Survey of Kent” is 
worthy of commendation and 
imitation. 


Pea vining at the Aylesford vining station of Foster Clark Ltd. The 
expansion of the canning industry has greatly stabilised agriculture 


Kent is a county of prosperous diversity. 
A SPECIAL CORRESPONDENT reviews 


a new study of the area 


Intensive press coverage 
of a thriving market 


Employing the stratified 
random method of sampling, 
interviews with housewives were 
conducted on their behalf by 
Social Surveys (Gallup Poll) Ltd. 
between March 16 and April 17, 
1956. These interviews took 
place in the administrative county 
of Kent, which excludes that part 
of Greater London into which 
the county extends. The county 
was divided into three groups, 
according to population figures 
in the Census County Report, e.g. 
@ Municipal boroughs and 
urban districts with a popu- 
lation of over 25,000 

@® Municipal boroughs and 
urban districts with a popu- 
lation of under 25,000 

@ Rural districts 


in Kent. 


{ Distribution of Households and Income Earners} 


Number in household with any 
kind of income* :— 
Kent bas 


Number of earners per house- 
holdt :— 
Great Britain 


* Market Survey of Kent. +1951 

The purpose of this survey was 
not to examine the readership of 
individual local newspapers, but 
rather to report on: 

(a) The extent to which 
households in Kent take local 
newspapers, and 

(b) The’ characteristics of 
these households, providing 
at the same time an insight into 
their standard of living. 

The findings disclose that 85 
per cent of households in Kent 
(416,500 of a total 490,000 homes) 
take local newspapers. 

Evidence provided by 
national surveys indicates that 
the readership of the local press 
is particularly high in the 
South-East area, substantially 
exceeding the national average. 
However, in considering com- 

parative readership figures we 
should keep in mind differences 
in definition between different 
surveys on what readership is. 

Of the local newspapers taken 
into the home, 86 per cent are 
taken regularly (70 per cent being 


Three 
or more 


47 26 13 


Census one per cent Sample Tables. 


delivered and 16 per cent being 
collected regularly). This is not 
quite the same thing, of course, 
as saying that 86 per cent of all 
households taking a local paper 
take it regularly, because some 
households will take more than 
one such newspaper. 


Local paper readership 
Convincing illustrations of the 
penetration of this class of 
medium into the home life of 
Kent are provided by the informa- 
tion that: 
® 89 per cent of copies are read 
by two or more members of 
the family 
@ One-fifth of weekly news- 
Papers are passed on 
@ Not far short of two-thirds 
of local papers have been 
read for upwards of 10 years, 
As high a proportion as one- 
quarter has been taken since 
the wife’s marriage. 
_ The second aspect of the find- 
ings, devoted to detailed informa- 


@ Continued on page 38 
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ADVERTISER'S WEEKLY 


KENTISH 
EXPRESS 


The Farmer's Paper . . . 
The Businessman’s Paper . . . 
The Family Paper . . . 


Circulating in all parts of 
Kent, it covers all activities 
in a bright, informative and 
objective style. 


A grand medium for 
the advertiser looking 
for new business in a 
flourishing County. 


Published Fridays - 3d. 


wk ot x 


wn 


TUESDAY 
EXPRESS 


A popular midweek paper, 
circulating in the thriving 
market town of Ashford 
and district. 


Published Tuesdays - 2d. 


Head Office: 
94 High Street, 
Ashford. 
Phone | 184-5-6 


London Office: 


L. G. Watkins 

143 Fleet Street, 

London, E.C.4. 
Phone 4481. 


Branch Offices at: 


Maidstone 
Canterbury 
Deal 
Cranbrook 
Whitstable 
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SURVEY OF KENT MARKET 
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rPuHIs survey, which is some- 

thing of a landmark in 
advertising promotion work, 
is an indication of a new trend 
of thought among the local 
weekly newspapers and a 
growing appreciation of the 
need to provide up-to-date, 
informative facts concerning 
their readership. 

Copies of the survey brochure 
have been distributed to adver- 
tising agencies throughout the 
country and already it has been 
freely acknowledged as of con- 
siderable value. 

Looking at the survey as a 
whole one cannot fail to notice 
the home-penetrating influence of 
the local weekly newspapers 
which in the case of Kent, serve 
sO prosperous and stable a 
market. Of great significance is 
the fact that 85 per cent of house- 
wives read their local paper and 
that Kent households have 
higher-than-average incomes. 

Other significant facts brought 


| out by the survey are :— 


@ 20 per cent of households 
are telephone subscribers (a 
proportion above the national 
average). Possession of a 
telephone is an_ indication 
that a household has money to 
spend. 

@ 50 per cent of households 
own their own house. Again 
this is well above the national 
average. 

@ Approximately 50 per cent 
have a savings bank account. 
As many as one in three have 
a bank account with a cheque 
book. 

The following capacity await- 
ing exploitation through local 
newspaper advertising illustrates 
the market possibilities. The 
numbers are percentages and, of 


Vital facts about households: 
Guide to sales opportunities 


Six products 


most homes 


do not possess 


by CYRIL R. PARRETT, 


chairman, Kent Newspaper Proprietors’ Association 


Cyril R. Parrett 
households 


course, represent 
lacking these items: 
50 vacuum cleaners. 
87 refrigerators. 
47 cycles. 
85 washing machines. 
60 television sets. 
80 cars. 


A thriving market—continued 


tion on the characteristics of 
households, their possessions, 
income and expenditure is based 
on the great majority of respon- 
dents (85 per cent) who take a 
local paper. It provides a picture 
in profile of their housewife 
readers. 


Size of families 


So far as the size of family 
is concerned, the data are gener- 
ally in line with the County 
Census, except, as one would 
expect with households regularly 
subscribing to their local press, 


| that one-person households are 


proportionately fewer in number 
and larger families (five or more 
persons) are by comparison over- 
represented. 

It is illuminating also to com- 
pare the number in the house- 
hold with any kind of income 
found in the inquiry with the 
number of earners per household 
reproduced nationally in the 1951 
Census One Per Cent Sample 
Tables. 

Distribution of income groups 
within the households ~ provides 


another 
power. 
The survey found that of 
the households in Kent taking 
local newspapers, 47 per cent 
were in the up to £10 income 
group; 33 per cent over 
£10-£21, and seven per cent 
over £21-£32. 

The national distribution of 
personal income before and after 
max in 1955 in terms of numbers 
of incomes is illustrated in an 
accompanying table. 

From this it will be seen that 
nearly two-thirds of incomes 
after tax are in the £10 a week 
group; about one-third between 
£10 and £20 per week. 

The high standard of living 
found in Kent homes is hardly 
surprising; part of the explana- 
tion is given in the County Census 
Report: 

“The proportion of occupied 
males in Kent in Social Classes 

1 and 11 (professional and inter- 

mediate occupations) is some- 

what larger than the average 
for England and Wales and this 
excess arises in part from the 


indication of buying 


‘i 


And these households spend 
on clothing and outfitting over 
£10 million every year, and on 
furniture and furnishings another 
£10 million every year. 

Here are more of the many 
statistics over which toponder : 

Sixty per cent of the papers 
bought have been coming into 
the household for 10 years or 
more; 25 per cent have even 
been coming into the house- 
hold throughout the existence 
of the family. In practically 
every case, the newspaper is 
read by two or more adults in 
the house into which it goes. 

But more than this, 20 per cent 

are passed on to another house, 

and one in six is posted away 
to a friend or relative. 

Yes, readers in Kent are very 
loyal to their papers and depend 
on them to a great deal. In both 
the literary and commercial field 
they have the closest ties with the 
community which is their privi 
lege to serve. 

And the fact that the local 
weekly newspapers remain such 
a strong, inseparable link in the 
family circle is their most 
cherished achievement. 


tendency of those in profes- 
sional and administrative occu- 
pations and in the higher social 
categories to live in the attrac- 
tive residential and open dormi- 
tory areas of the north-western 
part of Kent.” 

This buying power is reflected 
in the main by the profiles of 
Kent households which take local 
newspapers. Nearly half the 
housewives interviewed owned or 
were buying their own homes, a 
proportion which, from the evi- 
dence available, exceeds the 
national average. 


Ownership of bicycles 


Some 21 per cent have motor 
cars. The figure for ownership 
of bicycles is also high; the fact 
that Kent is an agricultural, resi- 
dential and industrial area would 
have an effect on the extent of 
this ownership, but the fact that 
nearly half the households having 
bicycles own two or more sug- 
gests that there is money avail- 
able to spend on members of the 
family — including, no doubt, 
junior master and miss. 

One-fifth of these households 


@ Continued on page 40 
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The Only Complete Coverage 


' The reception we 


West Kent and East Sussex i a ' get when the studio 


is asked to prepare 


KentsSugsex Courier rhe 


own advertising. 


EVERY FRIDAY 


ABC Certified Net Weekly Sales 


46,904 
January to June 


Exploit this rich and influential residential district and 
prosperous ogricultural area 


20/- per single inch 
KNOWN FOR ITS FAMILY APPEAL 


Head Office : 


COURIER BUILDINGS 


TUNBRIDGE WELLS 
Telephone 3368 (Six Lines) 
London Office: 69 FLEET STREET Telephone FLEee Sereet 971! 


. Smiles and open arms 
are reserved for clients only 


—come and see for yourself. 


K.S. Advertising Limited, 


20a, High Street, Canterbury. 
‘Phone $024/S. 


A PROSPEROUS POPULATION 
of 70,000 
can be reached ONLY through the 


FOLKESTONE, HYTHE 
& DISTRICT HERALD 


(SATURDAYS) 


Read in practically every house in two of Britain's most popular 

holiday resorts; and in Sandgate, Cheriton, Dymchurch, New 

Romney, the Alkham Valley and thriving agricultural Romney 
Marsh area. 


A.B.C. 20,016 12/6 s.c.i. 


FOLKESTONE & 
HYTHE GAZETTE 


(WEDNESDAYS) 


Popular mid-week illustrated. Full coverage of local news, 
with pictures: entertainments, sport and special features. 


A.B.C, 8,737 8/- s.c.i. 


PROPRIETORS : 


F. J. PARSONS (KENT NEWSPAPERS) LTD 


The Bayle, Folkestone, Kent Tel : 2231-2-3 
LONDON OFFICE : 
LENNOX HOUSE, NORFOLK ST., W.C.2 Temple Bar 6591-2-3 
London Manager : C. CASSY (N. J. MARTIN, Deputy) 
Two of the South Coast Group of eleven newspapers. 


In any Kent campaign 
make sure 


WEST KENT 
MERCURY 


is included in your 
schedule for the 


Bromley 
area 
ABC member 


(With THE KENTISH MERCURY, 60,914) 


London Office: 69 Fleet St., E.C.4. 
A. E. TONGE Phone: FLEet St. 2812 


240 High St., Bromley (RAVensbourne 2266) 
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ADVERTISER'S WEEKLY 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


Member of 
A.B.C. 


You must use 


THE KENTISH GAZETTE 


to cover East Kent 


Member of 
A.K.N. 


London Rep. 

L. A. Cade, 

143 Fleet Street. 
Tel: FLE. 6692. 


9 St. Georges Place, 
Canterbury. 
Tel: 4242. 


YOU ARE MISSING 
17,000 HOMES IN 
EAST KENT 


if you do not advertise in 
THE 


DOVER EXPRESS 
AND 


EAST KENT NEWS 


The only sure medium for 
maximum coverage 


OUTSIDE THE RANGE 
OF TELEVISION 


PERE 0 “TR eab 
“CLASSIFIEDS " 
PULL in 


Advertiser’s Weekly 
Phone yours to WATERLOO 3388 


KENT is a Prosperous County 
TONBRIDGE a Prosperous 
Town 
Get complete coverage in this area with 


TONBRIDGE 
FREE PRESS 


The only paper printed and published in 
the town 
Head Office: 
129 High Street 
Tonbridge 
Telephone: 2318 


London Representative: 
A. Clay 

80 Fleet Street, EC4 

Telephone: FLE 7500 


37 SPRING STREET W.2. 


SURVEY OF KENT MARKET 


OctoserR 26, 1956 


are equipped with telephones; 97 
per cents have an_ electricity 
supply—another figure rather 
above the national average, par- 
ticularly when we consider that 
Kent still possesses large stretches 
of rural areas. Nearly one in 
every sSiX possesses a garage at 
home ; almost all have gardens. 
Television set ownership at the 
time of the inquiry is in line with 
general experience in the county 
and also in Greater London. 
The households represented 
in this inquiry have money to 
save and the will to save it: 31 
per cent could claim bank 
accounts with cheque books; 
nearly half have Post Office 
Savings accounts; almost all 
carry some form or other of 
personal or property insurance. 


High living standards 


Turning from possessions to 
yearly expenditure, further evi- 
dence of the high standard of 
living enjoyed by these house- 
holds is forthcoming. Informa- 
tion on a national scale is not 
available for some of the com- 
modities mentioned, so _ that 
means of comparison do not 
exist. Nor, for such items as 
clothing and holidays, are we 
told whether the expenditure last 
year is shown on a per capita 
or per household basis. In any 
case, provision of information on 
annual expenditure for many 
commodities, when obtained by 
the interview method, will prob- 
ably tend to be an approxima- 
tion. 


Forecast of expenditure 


The level of intended purchases 
in the next 12 months for such 
items as washing machines and 
refrigerators is, however, what 
we might expect, and on balance 
is conservative, particularly hav- 
ing in mind the fact that the area 
is one of the strongest in the 
country in terms of washing 
machine ownership. So far as 
last year’s expenditure on re- 


Picking cherries in a Kentish 
orchard for canning by Foster 
Clark Ltd. 


frigerators and washing machines 
is concerned, the figures may be 
expected to include payments on 
previous purchases made during 
the year as well as first or total 
payments on new machines in- 
stalled during the year. 

In the field of cosmetics, a 
broad estimate of the annual per 
capita expenditure for women, 
aged 16 and over, is of the order 
of 10s. In the survey, 28 per 
cent of the housewives were 
found to spend considerably in 
excess of this figure. 

To sum up, this is clearly a 
thorough and well-planned in- 
quiry which has produced valu- 
able documentary evidence of the 
great pdrt played by its local 
press in the lives of the families 
of Kent, and of the high living 
standards of the homes served by 
these papers. 


Distribution of Personal Income 
Before and After Tax 


Range of income Number 


before tax 


Over £ | Not over £ (Thous.) 


— 250° | 8,000 
250 500 7,900 
500 750 6,500 
750 1,000 2,350 

1,000 1,500 875 
1,500 2,000 240 
2,000 3,000 170 
3,000 5,000 104 
5,000 10,000 48 
10,000 20,000 11 
20,000 - 2 


| Total allocated income 26,200 


| of incomes | 


Range of income Number 
after tax of incomes 
Over£ | Not over£\ (Thous.) 
- 250 8,100 
250 500 8,700 
500 | 750 6,500 
750 1,000 1,860 
1,000 2,000 873 
2,000 4,000 155 
4,000 6,000 11.5 
6,000 _- 0.5 
‘ 26,200 


Source : National ‘Income and Expenditure Blue Book, 1956. 
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REVIEW OF NEW FILM PRODUCTIONS 


A elarion call that was 
clearly heard at Cannes 


qt says a great deal for the 
calibre of the international 
panel of judges of the Third 
International Advertising Film 
Festival at Cannes that’ they 
awarded the Grand Prix 
d@ISAS to “Put Una Money 
For There,” Barclays Bank 
DCO’s. stirring clarion call 
to Gold Coast farmers to 
bank their money instead of 
burying it. 

This brilliantly conceived 44- 
minute cartoon film in Eastman- 
color with its rhythmic pidgin- 
English commentary, in my view, 
emphasises once again that the 
animated film is gradually estab- 
lishing an ascendancy over live- 
action screen technique in the 
all-important task of communi- 
cating thoughts and ideas. 

In this W. M. Larkins & Co. 
production we have the allegori- 
cal story of three Gold Coast 
farmers who have just sold their 
crops. One farmer flashes his 
money about until it has all been 
horrowed by acquaintances in his 
village; a second farmer follows 
the age-old tradition of burying 


By PAUL NUGAT 


his money .. only to have it 
stolen; the third takes it to: 

Barclays Bank, 

Farmers, put una money for 

there 

Barclays Bank 

It go safe plenty there. 

Certainly, Barclays Bank (ad- 
vertising agents, Charles Barker 
& Sons, Ltd.) deserve the fruits 
of enlightened sponsorship in the 
same way as the very youthful 
team of Larkins animators have 
thoroughly earned their inter- 
national success. It detracts 
nothing from this British triumph 
in saying that there are consider- 
able advantages to be derived 
from a story-board which per- 
mits the film makers a running 
time twice the usual length. 

* 


+ ao 

STRICTLY WITHIN the two- 
minute limit of the British 
cinema screen comes “The 


(Little) X Film,” another excit- 
ing, animated provocation for 
Corsets Silhouette Ltd. Using 
the language of painting, to 
which the animated film with its 
splendid use of colour is now 
entitled, this Pearl & Dean film 


comes, I think, within the Im- 


pressionist schoo! of painting, 
with brushes dipped in Eastman- 
color. 


What the public will be left 
with is a string of visual 
images expressing freedom of 
movement in a garment usually 
thought of, for traditional 
reasons, as being a constriction 
on movement. 


A lively, jivey musical track, 


ADVERTISER'S WEEKLY 


interspersed with a minuet to set 
the tone for the historical se- 
quence on the “boning” of the 
body, adds the only commentary 
that “Little X” could wear. The 
sponsor's advertising agents are 
R. S. Caplin Ltd. 


Very wisely the “Little X” 


people are issuing a poster for 
use in the stores located near to 
where the film is being shown .. . 
and stills form part of the poster. 


Taken at the filming of the 1956 “Christmas Edition” of “Tips” at 


Pinewood Studios. 
Sons. Left to right: 


One of the advertisers will be Edward Sharp & 
Don Wynne, 


production supervisor, Rank 


Screen Services; J. B. Fitzpatrick, Rank account executive; Brian 
Pike, account executive, Smiths Advertising Agency; Ruth Dun- 
ning, commére; Gordon L. Ansell, television and film executive, 


Smiths Advertising Agency; 


David Redway, advertising manager, 


Edward Sharp & Sons, Ltd.; and Jack Allen, compére and Ruth 


—but need we go on? 


You, too, know many people who 
contrive to survive without the most 
elementary amenities of seemly living, 
to eke out a joyless existence in the 
most unpropitious circumstances. You 
know them but do not envy them. 


We know a man who refuses to use a 
telephone and writes all his letters in 
longhand, with a steel pen. We have 
heard of others who pass a public house 
without a pang and think it normal to 
use water for drinking. We are told, 
but hesitate to believe, that there are 
still women who deem make-up im- 
moral and nylons indiscreet. We know 


show you. 


Grant Production Company, Ltd., 
London, 
(Museum 8717), 47 Cornwall Street, 
Birmingham 3 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 


4 Rathbone Place, 


64978). 


The Advertising Agency which is still 
getting by without a Grant must take 
its place among this lugubrious minor- 
ity, belonging in spirit to a bygone age. 
It is possible to do without a Grant—to 
do less, more laboriously and to less 
effect. Do we exaggerate ? Come and 
see for yourself or let us come and 


W.r 


The new dual-purpose Grant showing 


extra lamps in operation 


Dunning’'s husband. 
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To Print Buyers who want 


their Direct Mail out on time 


oP here bh ok etal 
bas 


Few things fall flatter than a Direct Mail campaign 
that doesn’t meet its dates. And few things are harder 
to keep to schedule—especially if you’ve other jobs 
to do as well. Next time, stick out for BIA. 

BIA will do your planning, meet your dates and 
make sure that the shot is mailed to the correct 
addresses. Thus, all that trouble you took over 

the print will not have been wasted. Bring in BIA 
early and your campaign is bound to succeed. 


The first step is to ask your secretary to send for a copy of our “ Mailway” catalogue 
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‘HE prospective customer 
flips open your carefully 
composed sales letter, grunts 
approvingly at the first para- 
graph, and reads on avidly—or 
does he? 

The grim facts are that many 
sales letters are not read at all 
and the fleeting glance bestowed 
upon them does not get beyond 
the first line. 

Why? 

Because they do not seize upon 
the regder’s interest at the very 
outset. 

Just as the dieticians know that 
minute percentages of vitamins 
are necessary in our food to keep 
us healthy, so a sales letter to be 
successful must carry a grain at 
least of word-magic in its open- 
ing sentence. Practised readers— 
and most recipients of serious 
sales letters are such—take in 
written communications in 
phrases rather than in single 
words. This is important to 
observe. 


Cast the spell 


Far more vital than correct 
syntax, the use of simple 
words, or even complete 
clarity, is that the first line of 
a letter shall possess a vibrant 
unity which casts a spell over 
the reader. It must set dozens 
(or is it millions?) of nerve 
connections clicking over in his 
mind, otherwise, and without 
a conscious thought on the 
matter, he will screw up your 
letter and get on with the next 
job at hand—all far quicker 
than you can read about it. 
What then is the magical 

formula that will ‘unlock the 
reader’s mind to your letter? 

Surely it is the oldest of all 
psychological gambits, the asso- 
ciation of ideas. The first line of 
the letter must present, not a row 
of words, but an idea or state- 
ment that finds a ready echo in 
the mind of the reader. There 
must be ideas already in the mind 
that will instantly “fuse” with 
those proffered by the letter, for 
unless such outside ideas fit the 
reader’s mind as does a key in a 
lock, nothing will happen. 

But if the opening of the letter 
is able to provide the correct key 
to that mental lock, then there 
is every chance for an entrance 
of the rest of the letter. 

An examination of the many 
ways in which a letter may begin 
suggests that there are but two 
basic means by which the reader’s 


The message may vitally concern the 
person receiving the shot. 
campaign may fail—because the letter 
has been poorly written 


Sales letters—ways of keeping 
reader interest 


mind may thus be opened by the 
written word: 

@ By provoking his reasoning 
powers into activity—making 
him think 

® By arousing his emotions— 

making him feel. 

These two are not put in this 
order because one is more impor- 
tant than the other. In fact, they 
may be used together in a single 
letter. It is, however, certain that 
unless the opening of a sales letter 
either makes the reader start 
thinking afresh—sets his mental 
telephone exchange working 
furiously, or causes the release in 
his body of some obscure chemi- 
cals, which the biologists tell us 
accompany the arousing of all 
emotions—then that letter will be 
a flop. 


Studying the example 


What type of letter will achieve 
either of these objectives? Start 
by looking at an example which 
is unlikely to do either. 

“You will be interested to 
hear that we have ...” But 
you read no further. You are 
not interested yet, and it is the 
job of the letter to arouse the 
interest not simply to prophesy 
it. Also news of what we 
have is of little interest to 
vou. 

Yet countless letters, optimisti- 
cally styled “sales letters” start 
in this way. 

But now to be positive. How 
can we arouse an emotion in the 
mind of the reader which will 
jockey him into reading the rest 
of the letter? 

“Picture yourself on the 
springy upland turf, lambent 
blue above and beyond of sky 
and sea, dazzling green be- 
neath in the rich valleys .. . 
Most people with holiday 


Yet the 


By HERBERT DENNETT 


plans in hand would at least 
read the second paragraph. Here 
is a different approach: 


“Clear and vibrant rang out 


Then there is the use of the 
dramatic : 


“How were you to know? 
You were cruising modestly 


the Toastmaster's ‘Gentlemen, along . . . and the child 
the President, and 300 glasses appeared from nowhere .. . 
are raised in enthusiastic 


your foot smashes  auto- 
matically on the brake pedal, 
and you cling desperately to 


@ Continued"on page 44 


response.” And to the mind 
of the function-going reader will 
spring a complete picture of 
familiar ceremonial. 


f A RUM MAIL SHOT 


HIS is a page from the 20-page brochure which House of Seagram 

Lid posted to some 12,500 trade buyers as a direct mail promotion 
for their rums. With the Seagram's crest on a black cover, it was 
84 by 114 inches and was lithographed in eight colours. Its contents 
were mainly devoted to the press advertising campaign of Captain 
Morgan, their number one rum, which began in the middle of this 
month to the theme of “Call for the Captain.” Also included were 
their other rums—Myer's Planters’ Punch, Wood's Old Charlie and 
Wood's Old Navy. The brochure was designed and produced by John 
Hobson & Partners Ltd., their advertising agents, and was printed by 

CAPS of London, 1. 
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Every sales letter should 
present a personality 


the wheel for life—or death. 

Overdrawn? It may well be. 
But it will serve to illustrate the 
point that emotions aroused in- 
evitably bring interest and atten- 
tion in their train. The skilfully 
written philanthropic appeal, for 
instance, employs the highest de- 


velopment of this emotional 
appeal. 
Activating the brain 


Now for the alternative o 
ing gambit, the activating o the 
intelligence of the reader rather 
than his emotions. First there is 
the interrogative type. This 
needs a light touch to be effec- 
tive, for the worn-out query: 
“Are you interested in higher 
profits ?” 
will probably fall flat with the 
more sophisticated reader. But 
if the question raises a problem 


| that is much on men’s minds at 


the moment, then their attention 
may be held. Something like 
this: 

“How are you grappling 
with the problem of rising 
costs? Like this?” 

Many business men will at least 
glance at the next paragraph to 
see what solution is propounded. 
Then there is the quite distinct 
shock-statement type of open- 
ing: 

“Our felt hats are just blown 
together ... 

That is, of course, just how good 
felt hats are made, but the 
double entendre of the lead-in 
wins attention for the develop- 
ment of the letter. 

Then there is the analytical 
statement, which expresses feel- 
ings which exist in most people’s 
minds : 

“In a world where almost 
everything is carefully docketed 
and rubber- “stamped it is 
refreshing to. 

All who have suffered at the 
hands of the bureaucrats will 
enthusiastically echo such senti- 
ments. 


Combined appeal 


Allusions, literary or historical 
can provide a good lead-in to a 
sales letter and in measure they 
combine the intellectual with the 
emotional appeals: 

“St. Giles Rookery — the 
rooks were human ones — 
stretched unbroken around us 
when we opened our doors in 
1803. The Rookery has 
__. Se 
Here is a different application 

of the same principle: 

“Remember Alice and the 
Bread-and-Butter Fly?” 

The reader will not admit even to 
himself that he has forgotten the 
allusion, so he reads on. 

Then there is the use of a fable, 
an epigram, or a paradox as a 


lead-in. Many of Aesop's time- 
less allegories have been success- 
fully used in the service of selling 
by letter. 

One other important class of 
approach remains for considera- 
tion—the humorous. Here the 
writer is handling edged tools and 
a delicate touch is needed for 
success. Yet the wisecrack. 
parody, or even plain pun can 
often do the job of getting initial 
attention. Examples seen in 
isolation look feeble indeed, but 
this is the sort of thing which 
can work quite well: 

“The human brain is a won- 
derfui thing. It starts working 
the moment you are born, and 
never stops until you are called 
upon to... 

Finally, there is the “rule 
breaker” type of opening which, 


WANTED—YOUR 
BEST LETTERS 


Do you think your direct 
mail letters are good ? 

If you do, send us examples 
of the best. 

We are planning a special 
article on British sales letters, 
and outstanding specimens 
will be reproduced. 

You may think that only 
results can decide whether a 
letter is good or not. So with 
your specimens please send us 
brief details of the purpose of 
the shot, scope of the mailing 
and the results achieved. 

Address them to: The 
Editor, “Advertiser's Weekly,” 
Mercury House, 109-119 
ae 


so to speak, takes the reader into 
its confidence: 

“The advertising experts 
always say that you should not 
start a letter with a negative, 
but we are going to break all 
the rules this time. We do 
NOT stock. 

Perhaps the last example gives 
the clue to the ultimate factor in 
the success or failure of a sales 
letter—whether it is read or 
impatiently jettisoned. Jt is a 
question of the personality of the 
writer. 

Just as in social circles some 
people can get away with the 
most outrageous things and be 
admired for it, so almost every 
so-called rule for writing per- 
suasive copy can be flouted and 
yet the imagination or emotions 
of the reader can be sufficiently 
stirred to go on with the rest of 
the letter. But it must be 
admitted that such instances are 
the exception. For the majority 
of hy cen eaution would dictate 
their keeping to the well proved 
approaches illustrated here. 
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if 
you 
use 
good 


print 


More and more agents—and their clients are 
realising the advantages of printing by Rotaprint. 
Beautifully designed, simple to operate, this 
machine can produce a dazzling variety of work 
of the highest quality at a price which makes 


the initial outlay a very profitable investment. 


ENQUIRY FORM L.22 


Please send, without obligation, printed specimens and 
full details of Rotaprint. 


NAME 
ADDRESS 


Pin this Enquiry Form to your letterheading and post to: 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.9 
Tel : COLindale 8822 (12 lines) 
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ADDRESSING 
FACSIMILE LETTERS 


FOLDING- ENCLOSING 
@ Telephone = privATE MAILING LISTS 
Cc ITY 487 7 / 8 We also have a large department devoted solely 


to the regular maintenance of clients’ mechan- 
We have 


ised lists—all dealt with the utmost efficiency 
and confidence. 


e largest MEDICAL MAILINGS 
Mechanical We specialise in mailing to 
Addressing OSPITALS tnd all branches of 
Organisation the Medical and allied 


Professions. 


in the Trade. 


Aulorwatec {ld msrhy fleeaciatiog 


4PLAVHOUSE VAARD -£0NDON “4% 


“Probably the best volume ever written 
on the subject, it is certainly the most 
comprehensive” 


—writes WORLD'S PRESS NEWS of the first edition of 


How to Sell Successfully by 


DIRECT MAIL 


By J. W. W. Cassels 


SECOND (REVISED) EDITION 


NOT A SINGLE aspect of direct mail procedure is over- 
looked in this remarkably succinct volume. In 384 
authoritatively written pages it shows how to: compile 
and maintain your mailing lists; plan and write 
resultful sales letters, booklets, leaflets, and every 
other form of direct mail sales aid; test and time 
your campaigns; handle enquiries and complaints ; 
select the right paper, envelopes, print. 
of 27 notably successful campaigns, and more than 
200 examples of proved-effective sales letters and 
mailing pieces, point the way to profitable direct mail 
sales for your business. Order your copy while 
the supply lasts. 


384 pages, 8h” x 5$”; cloth bound; 
gold blocked; over 100 sllustrations. 


-——— Fill in and Post To-day -——-, 


B. T. BATSFORD LTD., Booksellers 
4 Fitzhardinge Street, London, W.1 


Please send me by return ................+« copy/ies of HOW TO SELL SUCCESSFULLY 
BY DIRECT MAIL. Invoice me on despatch at the post-free price of 22/- a copy. 


(Overseas: : Cash with order, please) 


Case histories | 


DIRECT MAIL IN ACTION 


OctosBer 26, 1956 


Essential though it undoubtedly is, 


a condensing unit is not among 


the world’s most exciting 


products to sell 


Humorous touch to boost 


a refrigeration service 


HE use of humour in direct 
mail is not altogether rare in 
the field of products which are 
light and enjoyable in themselves 
for example gardening aids and 
services which make the annual 
holiday more enjoyable. It is, 
on the other hand, somewhat 
drawing a bow at a venture to 
use humour in direct mail when 
the product is, say, a refrigera- 
tion condensing unit. 

However, the Brunner Manufac- 
turing Co. of New York decided 
to try it and have been gratified 
by the result. The overriding 
need was for a series of new and 
different mailing shots, concluded 
W. C. Roberts, the advertising 
manager. Discussions with the 
firm’s agents, Moser & Cotins 
Inc., resulted in the production 
of five pieces which, one by one, 
have been sent out to makers of 
refrigeration fixtures—the market 
for the Brunner-Metic semi- 
hermetic condensing units. 

The precise aim of the cam- 
paign (apart from generally pro- 


The section which 
includes the trans- 
parent film outline 
shape of the 
United States lifts 
up... to reveal 
that some of the 
spots form a pat- 
tern on the bath- 
ing suit. Alto- 
gether, however, 
the spots indicate 
locations of some 
of the main whole- 
salers handling the 
products of the 
Brunner Manufac- 
turing Company. 
The whole folded 
down to fit into an 
envelope sized 11 

by 84 inches. pethertesrie 


moting the name of the company 
m the field of refrigeration 
engineering) was twofold: 


@To persuade the manu- 
facturers about the merits of 
the Brunner-Metic units and 
the advantages of the guarantee 
system which has been evolved. 


®@ To publicise in a forthright 
fashion the wide network of 
distributors which the Brunner 
organisation has built up and 
which stands ready to give ser- 
vice arising Out of guarantee. 


The most elaborate of the shots 
took the form of a roulette-ty 
of snakes-and-ladders game. The 
pertinent question was “Does 
your compressor unit parts fe- 
placement system operate like 
this?” while on the front cover 
appeared the advice “Manufac- 
turers .. . STOP playing games 
with your customers!” 


Another—a four-leaf folder— 
featured four cats before mouse 


@ Continued on page 48 


teamed up with the 
Brunner-Metic 
Warranty Program 


Briehy eres Dew the Branser Metec warranty program wart 
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Seriously, Direct Mail is not a matter of hard-hearted 
mayhem, but of hard-headed commonsense. Through 
Direct Mail you can confine your sales message to the 
people whom it concerns—whether they be numbered in 
tens, in hundreds or in hundreds of thousands. There’s no 
waste in Direct Mail, if you set about it in the right way. 

Our comprehensive, up-to-the-minute lists give an 
accurate picture of where people live—and our facilities 
for despatching material to them are second to none. 


ADVERTISER'S WEEKLY 
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With nearly 90 years’ experience 
SMITH, DALBY-WELCH 
know all about going straight for the 


POTENTIAL CUSTOMER 


Facsimile typewriting, matching in names, addresses 
and signatures, folding, inserting, stamping, mailing 

. . our highly skilled workers and modern, fast- 
running machinery handle these processes in a way that 
ensures your message reaching the right people at the 
right time. Next time you are thinking of Direct Mail, 
let us help you at the thinking stage. Meanwhile—may 
we send you a copy of our booklet DIRECT MAIL 
THROUGH S.D.W. ? 


If you would like to see a Direct Mail House in 
action—please telephone us. We welcome visitors. 


SMITH, DALBY-WELGH LTD 


POSTAL ADVERTISING CONTRACTORS 
ESTABLISHED 1868 


11-12 HALF MOON COURT : LONDON E.C.1 - TEL: MON 9671 (5 LINES) 
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SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD.CROYDON 
ADODISCOMBE 3147-8 


{/OMEST GRADE SPEEDY SERVICE 
LEAN & SHARD 3 EXPRESS £ 
AST MANGH DELIVERY 


48 


Est. 1908 Phone: Hol. 8641 /2 | 


ALERT 


Circularising Co. Ltd. 
87/93 LAMBS CONDUIT ST., W.C.1 


Directors: 


P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 


supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 


WAREHOUSE 
SERVICES trp 


High Street - Wealdstone - Middx 


LABEL PUNCHING 
GUILLOTINE CUTTING 
CREASING « MACHINE FOLDING 
SHOWCARD MOUNTING 
BOOK SEWING: WIRE STITCHING 
SHOWCARD FRAMING 


Telephone HARROW 0366 


YOU DON’T HAVE 
TO PAY US! 


The cost is quite 
easily met from your 
increased profits. 


Copy — ideas — mailing 
FLE 2121 


Copyprints, 118, Fleet St., 
London, E.C.4. 


What the 
_ doctor 


Octroper 26, 1956 


DIRECT MAIL IN ACTION 


ordered 


coloured 
(the hackground 
was  brieht red), 
this was the cover 


Brightly 


of a three-fold 
leaflet sent out to 
doctors by E. R. 
Squibb & Sons. 
The aim was to 
draw compelling 
attention to the fact 
that “Whatever the 


tune . whatever 

the game ... Ru- 

braton gives added 
vigour.” 


REFRIGERATION 
SERVICE_ continued 


holes with the aged owner say- 
ing “When I say ‘Scat’ I want 
ACTION.” When the folder was 
opened the cats could be seen 
running along arrows pointing to 
the advantages of the guarantee 


| system under the heading “ 


WHAT AGENTS WANT TO KNOW 


Selling to 
Grocers ? 


THERE are no less than 3,045 
grocers in Middlesex and just 
under a third of them—32% 
to be precise—are in the 
Middlesex County Press area. 
THEY know how well the local 
press helps move the goods 
from their shelves because the 
Middlesex County Press serves 
more than a third of the 
county population. 

AT 57/6 per s.c. inch it's the 
best and cheapest medium — 
have you tried it? 


NET WEEKLY 
161,685 
SALES (ABC) 
per 57/6 s.c. in. 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone: UXBRIDGE 8383 


fhe ut 


eo 6¢2 © 6 @@ 8 @*e a 


FINE, in the 1,000 square miles 
covered by the Home Counties 
Newspapers Group. The GROUP 
consists of eleven individual local 
newspapers, each with its own 
Editor and staff, and entering right 
into the homes of the people. It 
has carried many successful test 
campaigns in the past few months, 
in this vast and fertile industrial 
and agricultural area. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN jor. LTD 


DADED 1 
) 


A.B.C. Net Sales Jan. June 140,285 


PER / TRADE 
S/COL = FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet St. 1960 


Head Office LUTON. Phone 5050 
Advertisement Manager: C. W. Gilder 


| page 
| One hundred and sixty authorised 
| Brunner-Metic product and parts 


and ACTION is what manufac- 
turers get from Brunner’s 166 
authorised Brunner-Metic product 
and parts wholesalers,” 

A third shot was a single sheet 
with a model of an hour glass 
fixed upon it and accompanied 
by the slogan “Save time for your 
customers.” Novelty was pro- 
vided by having actual red sand 
in the hour glass. 

The largest shot was a piece 
which when opened out measured 
33 by 22 inches. On the first 
fold appeared the words “Manu- 
facturers . . for strategic 
coverage” which led to the second 
fold bearing “from coast to 
coast... .”, and to the third which 
read “Brunner since 1906 has 
it...” and so to the full inside 
“Where it counts the most! 


wholesalers.” 
The wholesalers were listed but 
the page was dominated by a pic- 


ture of a bathing belle holding a 


The 


“FARMERS? JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


~ ULSTER’S 

| leading farming pub- 

- lication for effective 

| coverage of the farm- 

- ing community of 
Ulster. 


MEMBER OF THE 
.6.u. s 
AUDIT BUREAU ne 
; : 


“28,271 
’ 


Belfost Aa ge 1 


18 Donegall Square, East. Tel. Belfast 24397 | 
London rote 


69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


transparent 


the 
United States across her spotted 


film map of 


swimsuit. The spots on the map 
plus those on the swimsuit indi- 
cated the locations of some of the 
wholesalers. The main object of 
this shot was to get the full list 
of wholesalers pinned up on the 
wall of potential customers. 


f ‘Miss Mail’ | 


J 


ND now there is a “Miss 
Direct Mail.” Reigning as 
international queen is Miss 


Shirley Harnish, Dundee, Illinois. 
The lady was crowned at the 
recent 35th annual Mail Adver- 
tising Service Association conven- 
tion at Chicago. A Patricia 


Stevens model, she will reign until 
next September. 
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We can help you 
with your 
Gift Schemes 


As one of the largest and oldest- 
established Toy Houses in the country 
producing a most attractive range of 
Toys, Games, Dolls and Novelties 
suitable for Boys and Girls, we offer 
you our advice and wide experience. 


Enquiries will be welcomed and 
treated in strictest confidence. 


Illustrated Catalogues sent on request. 


COWAN de GROOT Ltd. 


26-28 TABERNACLE STREET, LONDON, E.C.2 
Tel. Monarch 4693 


For Advertising in: 


SCANDINAVIA 
HOLLAND 
U.S.A. 
CANADA 
LATIN-AMERICA 
WEST, CENTRAL and EAST AFRICA 
BRITISH WEST INDIES 


POWERS 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 
14 COCKSPUR STREET, LONDON, S.W.1. 


Tel.: WHItehall 3366 


Attractive Glassware 
FOR ADVERTISING PURPOSES 


With lettering or designs printed in one or more 
colours with permanent Cesamic enamels Clayton 
Mayers’ bright and elegantly durable glassware 
makes valuable name-publicity. 


Write for samples and prices 


CLAYTON MAYERS 


& COMPANY LIMITED 
NORTH CIRCULAR ROAD - LONDON - NW2 


YOUNG & RUBICAM LTD. 


Media Department 


Young & Rubicam announce that the Press, 
Television, Radio, and Cinema Sections of 
the Media Department will be moving to 
Langham House, Upper Regent Street (nearly 
opposite Young & Rubicam’s present offices), 
on and from Monday 29th October. 


Media Department Reception Room will 
be on the Fifth Floor, and the new telephone 
number is Langham 9185. 


NOTE. The Poster section will remain in 
Walmar House, Fourth Floor. 
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ADVERTISER'S WEEKLY 
EXHIBITION 
WORLD 


Getting all 
set for 
Brussels 


By OUR EXHIBITIONS 
CORRESPONDENT 


Ne anybody but an exhibi- 
tion organiser, April, 1958, 
seems a long way off. To 
exhibitors at the Brussels 
Universal and _ International 


Exhibition it is all too near. | 


Feverishly they are finalising 
their plans so that building can 
Start. 


Even at this early stage a visit 
to Brussels shows that this is not 
just another international trade 
fair. The exhibition, which will 
ultimately cover approximately 
34 times the area of Hyde Park, 
will have three countries in 
national 
theme of the exhibition: 
contribution of the different 
countries of the world to the ad- 
vancement of mankind and a 
better understanding 
peoples.’ Apart from exhibits by 
actual countries there will be 
exhibits by various international 
organisations, including the 
Council of Europe; 
Nations and its specialised 
agencies; Organisation for 
European Economic Co-opera- 
tion; European Coal and Steel 
Community; and _ International 
Red Cross. 


Enlarged and improved 


At the Heysel Plateau, adjacent 
to the Royal Palace at Laeken, 
some two miles from the centre 
of Brussels, the existing exhibi- 
tion buildings, built for the 1935 
International Exhibition and used 
each year for the Brussels Inter- 
national Trade Fair, are being 


enlarged and added to, so that | 


they can house the Belgium sec- 
tion of the 1958 event. 


An ornamental garden, 
jacent to the Belgium section, 
will illustrate the four seasons, 
and in the centre of the whole 
area is being built a 330-feet-high 
atomium, which will typify the 


advent of the atomic age. It | 


represents a colossal enlargement 
of an iron crystal, and has nine 
spheres, 70 feet in diameter, and 
linked by escalators. It 
contain exhibits of new scientific 


development, while the top sphere | 


will contain a restaurant, giving 


magnificent views of the whole | 


exhibition. The Soviet Union has 
@ Continued on opposite page 


vilions supporting the | 
1 “The | 


between | 


United | 


PHOTOGRAPHERS 


E 
R Pu 
P 
R 
commenciah «= Ag 
& INDUSTRIAL 


PHOTOGRAPHERS 


65 FLEET ST., LONDON, E.C.4. Tel: FLEET STREET 4173 
26a BREWER ST., LONDON, W.1. Tel: GERRARD 2230 


PHOTOGRAPHERS 
0 


See Ware about 
Publicity Pictures 


with a news angle 


A.C.K.WARE (ce p-044<) LTD. 
28a Basinghall St. London, E.C.2 


METROPOLITAN 9856 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVI ZANT TYANC ONL 
2D 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone: FRO 1018, 1019 

Photographic Illustration Ltd 

85 Cromwell Road, $.W.7 


Specialists in Photographic 
Printing Processes for 
Advertising. Disp! 
and Exhibition 


ad- | 


will | 


ENLARGEMENTS 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 
44-50, Lancaster Street, London, 5.E.! 


& MANCHESTER 


3, The Parsonage, Bleckfriers 4052 


R. FOX L”® 


OF HAMPSTEAD, N.W.3 


FOR 


IGGER 
ETTER 
ROMIDES 


one HAM 9861 5 ones 


HONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


Photographic 


ANY 

SIZE 

ANY 
QUANTITY 


I ales 
P olowoants . 
€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 


3 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


Prints 


Write or Phone 


OcroBerR 26, 1956 


PHOTOGRAPHERS 


PHOTOGRAPHY FOR ADVERTISING 


COWDEROY 
AND MOSS 


LIMITED 


JOHN COWDEROY, A.R.P.S. 
GEOFFREY MOSS, A.R.P.S. 


25 MANCHESTER SQUARE, W.! 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000 000 


az <o@ 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


50 FS 
L, OX 
a a , ae 
| Ey G, a in. | 
2 — Bf SIANT ENLARGEMENTS 
— setmataey ws fm HAND COLOURNG © 
— — 
a ce memes Replicards Lids 
—__ ae | 
~—| (a) § 
a 
| 
——— 
| a | @- 
ee a —! bad 
NG ae ae 
| eee 


Octoper 26, 1956 


‘SILK SCREEN SERVICES 


H. J. Ryman Ltd., long es- 
tablished in the West End 


as Stationers & Printers, 


_ WOW operate a quality 
Silk Screen department, 
specialising in high class 
showcards and window 
display material. Estim- 
ates are submitted 
promptly. Phone Museum 
8773 or write to (Silk 
Screen Dept.), 6, Great 


SILK SCREEN SERVICES 


POSTERS ee sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35, Merton Rd., London, $.W.18 
Telephone: VANDYKE 6860 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


PRINTING TRADE 


COUNTRY RATES 


ADVERTISER'S WEEKLY 


EXHIBITION 
WORLD— continued 


already booked one of the 
spheres, in addition to taking the 
maximum space of 25,000 square 
metres for her section. 


British design 
award 


BRITISH design has re 
cently won a gold medal for 
exhibition display in Germany 
in competition with 600 exhi- 
bitors from many European 
countries. The award was 
made at the IKOFA Interna- 
tional Food Fair at Munich 
to the Australian food stand, 
designed by Richard Lons- 
dale-Hands Associates. Com- 
menting on the award, the 


Portland S , WL. 
EEO ORE Luffs Printers 


SMALL JOURNALS 
AND COMMERCIAL 


High St., SLOUGH 20037 


chairman of the design firm, 
Richard Lonsdale-Hands, said: 
“This award demonstrates 
that British design still leads 
the world. Our aim at Munich 
| }was to enhance Australian 


prestige. We are happy that 
British design 
ADVERTISING SERVICES | 


the merits of 

have at the same time been 
recognised.” The stand was 
built in a colour scheme of 
pale blue, yellow and white, 
forming a marked contrast to 
many of the more stereotyped 
designs from other European 
countries. A full range of 
Australian foods and wines 
was shown, together with a 
display of woollen goods. 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
— NORTH 3327-8 — 


A HERCULEAN task confronts 
Harry Traynor, public relations 
officer for the great gathering of 
textile trade fairs at Earls Court 

| next March. He has set himself 
| the job of visiting personally all 
| of some 600 exhibitors—and he 
tells me that he is doing this in 
order to bring a _ journalist's 
probing eye to bear on what's 
new and good and so report im- 
partially on exhibits to visitors to 
the press room. 

How many exhibitors, I 
wonder, realise the power of 
good the exhibition press 

can do for them. To 


TYPOGRAPHIC cay tat exhisitess tn tee mats 
are not very co-operative is to 


ADAPTATIONS put & calli, pet it’ be sather 
—— aubiees eee So a Gs SM ete 

tion and use only ly 
SILK SCREEN ces the. organioe hi 
[AND adapts 


the services the organiser has 
LETTERPRESS 
COVENT GARDEN 1522 


Contact 
KENTON 
PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


© MULTIPLE DISPLAYS 
© SHOWCARDS 
© CUT-OUTS, Etc 


57 BAYHAM PLACE nw 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ete 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 


| “seeeee HTT 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS supplied. Questionnaires should 


SCREEN PRINTING 


Lorge or small quantities 
on ony material 


let me grouse at the 
fashion writers of Fleet Street. 
From October 1-5 at the 
National Fabric Fair, Royal 
Albert Hall, buyers were deciding 
which fabrics the women of this 
country would be wearing next 
year. Did the fashion writers of 
Fleet Street give space to this 
event which closely affects our 


@ Continued on page 52 


la powerful combination fer | ‘ 
HEE long or short runs of colour 


" 4 printing. Any Material 
W.C.RAYMENT BETA TE 


AYSIGN WORKS 
: E Myron Place, London, S.E.13 
HAM ROAD, LONDON.N.7 | Lee Green 6133/4 


ARCHWAY: 252) | 
—— eee aes as OOS 


) FP 51 Pe 
i 
| SUPPIeS se.” | 
| = ———— ee SS pe ; 
; ie . ea: P 
os 
——i od 

| \Aasecrareoa)| § SUPASIGNS 
: Yor Digs LEY ARS ee | 
SUL a, BEES 42. HOXTON SQ.2255 
| Stree) =: LONDON, N.l. CLE. 2354 2: 

—— i De 

| DESIGN SERVICE f 
Zz $$ - mhownsdes 
_ exw) Ons 
a a," 

(vrs ee 

| eae | ate 

f | PIA <> = aan oS 
| Oat Serice 3 — 

4 Koy 
bp 
sr 


ADVERTISER'S WEEKLY 


‘EXHIBITION ADVERTISING NOVELTIES 
W ORL D—continued ; 


Octoser 26, 


pockets and our wives’ appear- 
ance? 


a one notable exception, | a? SIGN-WRITING EXHIBITIONS & DISPLAYS 


Are they, 1 wonder, too con- 
cerned that the move to make | z ; 
Britain the international centre | Signs Showcords Displays Posters 


for fashion and fabrics might rob RETIGRAPH Exhibition Stands Silk Screen Printing 
. them of their jaunts to Paris and : = panne dh A m . 

Rome? Ss w ongieaea CB display service Itd 
Both television channels, | am 

glad to say, made some amends | Directors: H, BARNETT V, STAMFORD 

by devoting a total of 14 hours’ | En 

programme time to this event. | te: PLASTIC DISPLAYS 423-7 ST. - wvohe lp —npee E.C.1 

This is one case where circulation | YOUNG & FOGG RUBBER CO. LTD. 

managers might prod the editorial | Wimbledon, S.W.19. LIB 6281 (6 lines) ILLUMINATED SIGNS 

oun. | erent CHANGING SIGNS 
Do not let it be supposed from 


» tes nile W ‘POINT OF SALE 

my above remarks that I consider XMAS GIFTS rr WHITE HART STUDIOS 
all exhibition press officers A LARGE AND VARIED RANGE ADVERTISING AIDS SCULPTORS > DESIGNERS 
faultless. Two other exhibitions CAN STILL BE SUPPLIED 4 meoover oF (P) exats query ADVERTISING & DISPLAY 
held round about the same time DON’T DELAY! MODELS 

gained the merest whisper of | SINGLE OR QUANTITY 
publicity—and the fault did not CONTACT US NOW to Deen 

lie with Fleet Street. CITY SUPPLIES COMPANY 


la, THE WALDRONS, 
re * " | | 36 Copthall Ave., E.C.2 NAT 825! CROYDON, SURREY 


A Goop display of grocery pro- CUT-OUT LETTERS Phone: Croydon 1343 
ducts without getting ~ much | 
the look of a store was the aim | R b ' at - 
of the United States stand at the | emem er 


. Cut-out relief lettering in : sahil ' ae 
Food Fair, I have been told. The eg ae 2 Ree 


MULTIPLE DISPLAYS 


d d, 
@ Continued on opposite page — Fis" to 12” 


Overseas Events 
(to Nov. 30) 


Oct. 25-Dec. 2, International 
Trade Fair, Surabaya, Indonesia; 
Oct. 26-Nov. 4, German 
Restaurant & Catering, Confec- 
tioners’ & Food Exhibition, és : ‘LONDON INDUSTRIAL ART LTD. 
Berlin, Germany; Oct. 27-Nov. 4, | 3 All Saints Road, London, W.11. 
Plastics Exhibition, Stockholm, | tee . Tel. PARK 9431 ? 
Sweden; Oct. 27-Nov. 11, Inter- = ; = i 
national Home Exhibition, | 
Charleroi, emt: a 28- | 
Nov. 1, National Shoe Fair, 
Chicago; Oct. 29-Nov. 3, Dairy Best for quality * SHOWCARDS 
Industries Exhibition, Atlantic * Best for price 
City; Oct. 30-Nov. 1, Business | Best for colour * 
Equipment Show, Montreal; LEWIS KNIGHT & COMPANY 
Nov. 1-9, International Packaging 8 Chingford Mc. Rd., E.4. LAR 2241/2 
Fe ase Paris; rot 1-9, | 
echanical Handling Exhibition, 
Paris: Nov. 1-18. Childhood, | LOOKING FOR SOMETHING NOVEL? 


Youth & Family Exhibition, | Consult us for 


Paris; Nov. 3-12, International a | 

Dairy Equipment Exhibition, | Staff GIFTS. 

Paris; Nov. 3-12, International 

Bottling Equipment Exhibition, ANGLO FANCY PRODUCTS LTD J WATSON (conoom £ £9 
Paris; Nov. 3-12, Arizona State ond ne 5 alia 

Fair, Phoenix; Nov. 4-11, Inter- Telephone: MA! 0867 (3 lines) PLAY BASSEIN HOUSE 
national’ Shoe & Leather Fair, | hs NW LONDON: W.12 
Zagreb, Yugoslavia; Nov. 6-8, — ie 
National Packaging Exposition, ; PLASTIC : aaa — 
Toronto; Nov. 8-19, International | ; & METAL 4363 
Hotel & Allied Industries Equip- | F "4 
ment Exhibition Paris; Nov. 9- | 

17, Royal Agricultural Winter 1m olden days a 
‘air, Toronto, Nov. 15-21, | badge was the dis- 
International Clothing Exhibi- | {finctive mark of a ¢ 
tion, Turin, Italy; Nov. 22- | “48 Be Bag md 
Dec. 3, International Exhibition | RODEN bedees are 
of Chemicals, Rubber & Plastics, | used to distinguist 
Paris; Nov. 23-Dec. 2, Boat | Sounss Sud ees ome YOUR FILM &T.V. DESIGNERS AND SCOTTISH 
Show, Seattle, USA; Nov. 23- sentatives. Send today] am PHOTOGRAPHERS STUDIOS & 
Dec. 9, International Fair, | for samples and prices. TITLE PROBLEMS . ENGRAVERS LTD 
Bogota, Colombia; Nov. 26-30, | SE wances im tine Gan 


: < MAKERS I LIWE 196 CLYDE ‘STREET 
International Automation Ex- ., | ae SOLVED oe ae ae 
ON 


af 2 : x 
position, New York; Nov. 27-30, | 9 ohne 190 ring GERRARD 8197 cores erent Oy modern methods 
National Chemical Exposition, | 12 @ 13 Greville Street, Hatton Garden, 

Cleveland, USA. London, E.C.1, Tel.: HOLborn 0139. 
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COMMERCIAL ARTISTS 


COMPLETE STUDIO SERVICE 


142 HEN A CHICKENS COURT 
FLEET STREET, £.6.4 
Telephone: Chancery 9266 


TUDOR ART AGENCY LTD. 


representing 
FREE LANCE ARTISTS 


| PURNIVAL STREET, LONDON, E.C.4 
HOLborn 684) 


VERY RARE 
* photographic * 
RETOUCHING 


“ netural *’ retouching 
essential to good odvertising 
Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.I 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


EXHIBITION 
W ORL D—continued 


site covered approximately 7,000 
square feet and was designed by 
Charles Munro, and constructed 
by Ace Associated Woodwork 
Companies Ltd. The whole 
theme of the exhibition was 
American food, American means 
and methods of preparing food 
and the American kitchen. 
Among things given away were 
quick frozen concentrated orange 
juice (an enormously popular 
item with queues present all the 
time), hot dogs and doughnuts-— 
which, of course, necessitated the 
installation of two complete cold 
stores, kitchens, and adequate 
ventilation. 

While on the subject of food, 
,a foil for economic butter wrap- 
| ping was given a lot of attention 

on the stand of Venesta Ltd. at 
the Dairy Show. The move to 
use foil for butter wrapping was 
given a market impetus this year 
when one brand was advertised 
on television. Indeed, from the 
wide variety of foil wraps on the 
| Venesta stand it is evident that 
| the public are becoming increas- 
|}ingly aware of the hygienic 
qualities of foil. 

* 


* 

Some 70 per cent of the exhibits 
of Babyfair, the baby carriage 
specialists, at the Homes and 

| Handicraft Exhibition at the City 

| Hall, Deansgate. Manchester, 
from November 13 to 26, will be 
Tri-ang and Pedigree products. 

| 


MISCELLANEOUS J 


(Marabuwerke A.G. 
—w. 


A 
MARABU 
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RETOUCHING COLOURS 


for Positive and Negative 
Photo Retouching. 
6 Shades of Cool Grey 
6 Shades of Warm Grey 
Matt and Glossy Black 
Brush & Airbrush White 
Negative Opaque Red 
Opaque Vermillion 
10 ccm. TUBES 1/1 Id. 
Semi-moist button colours 33 mm. dia. 9d. 
LANGFORD & HILL LTD. 
9 WARWICK STREET, LONDON, W.! 
, 
artists 


choose 
VINCI 
| VINCI) brushes 


Ask your dealer for VINCI brushes or 
write now to: 

L. P. Brush Co. Led., 
5! St. Stephen's Gdns., London, W.2 


BLOCKS & DIES | 


BRASS BLOCKS & DIES 


Brars blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
show cards, etc. Steel dies for metal. 
NOBBS & AYCKBOURN 

GREEN, €.C.I 
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This was the section of the United States stand at the Food Fair from 
which great quantities of quick frozen orange concentrate were 
dispensed. 


Paris motor show 


innovations 


Tue Paris Motor, Motor Cycle 
and Cycle Show this year had 
two departures from the normal 
routine. The cars, caravans. 
accessories and garage equipment 
were on show as usual from the 
the first Thursday, October 4, to 
the second Sunday (October 14), 
whereas the commercial vehicles, 
motor cycles and cycles opened a 
day later and closed the day after 
the show at the Grand Palais on 
Monday, October 15. 

Among the 1,350 exhibitors in 
the 2l-acre exhibition were 305 
from 15 different countries (a 
record number of overseas parti- 
cipants) and Swiss cars were on 
show for the first time. Allto- 
gether there were 117 different 
makes of cars. 


Electrical engineers’ show 


To pate, more than 350 exhibi- 
tors have indicated that they are 
taking part in the 1957 Electrical 
Engineers’ Exhibition. This will 
necessitate the use of two floors 
at Earls Court. On the first floor, 
a huge stand covering over 5,000 
square feet and depicting educa- 
tion in the electrical industry will 
dominate the scene. 


Forthcoming Home 
Events (to Nov. 22) 


2, National 
Children’s Wear Association 
Trade Fair, Old Horticultural 
Hall, London; Oct. 31-Nov. 10, 
Eastbourne New Homes ©& 
Trades Exhibition, Winter Gar- 
dens, Eastbourne; Nov. 3-10, 
Model Railway Hobby Show, 
Centra! Hall, London; Nov. 7-17, 
Wallasey Home Fashions & 
Trade Exhibition, Town Hall, 
Wallasey; Nov. 10-17, Inter- 
national Cycle & Motor-Cycle 
Show, Earls Court, London: 
Nov. 12-16, London Medical 
Exhibition, New Horticultural 
Hall, London; Nov. 12-17, Public 
Works & Municipal Services 
Congress & Exhibition, Olympia, 
London: Nov. 13-24, “Evening 
Gazette” Home & Beauty Exhibi- 
tion, Olympia, Blackpool; Nov. 
13-24, “Daily Sketch” Home and 
Handicrafts Exhibition, City 
Hall, Manchester; Nov. 19-23, 
International Fashion Fair for 
Spring & Summer, 1957, Nov. 
21-Dec. 1, Newcastle New Homes 
& Trades Exhibition, North- 
umberland Bath Hall, Newcastle: 
Nov. 22-29, Jersey Trades 
Exhibition. 


Designed by Richard Lonsdale-Hands Associates, this stand gained 
an award at the Munich Food Fair (see page 51). 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 
AGENCY: Saward, Baker & Company, Ltd. 
ART DIRECTION: Frederick A. Jones, A.M.I.P.A. 


ADVERTISER: The Nestlé Company, Ltd. 
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THE GRAPHIC 


— A WEEKLY NEWS SURVEY 


Rank launches Xerography 


The formation of Rank-XeroX, announced this week by the 
Rank Organisation, marks the arrival in Britain of a new type 
of non-photographic copying—a process known as Xerography. 


The Haloid Company of 
Rochester, New York, and the 
Rank Organisation in London 
have united to carry out world- 
wide exploitation of this “revolu- 
tionary new process,” which has 
been described as the first prac- 
tical, and commercially success- 
ful, electrostatic reproduction 
system. 

In order to introduce Xero- 
graphy to British industry, Rank 
Precision Industries Ltd. an- 
nounce plans for a copying ser- 
vice. This new venture will be 
located in St. Andrews House, 
adjacent to the Mortimer Street 
home of Rank Precision Indus- 
tries Ltd. It will be known as the 
Rank-AeroX Copy Service. 

It will specialise in the bulk- 
reproduction of micro-film 
records on continuous rolls of 
paper. Since the Xerographic 


‘Graphis’ tribute 
to Fortnum and 
Mason ads 


Graphis, the international bi- 
monthly magazine for graphic 
and applied arts, published in 
Switzerland, recently devoted ten 
pages to an article and illustra- 
tions in black and white and 
colour on the publicity campaign 
launched by Colman, Prentis and 
Varley for Fortnum and Mason 
Ltd. 

The article, titled “The 
Glamour of Tradition,” was 
written by Charles Rosner and 
describes how Fortnum and 
Mason—the 250-year-old depart- 
ment store—overcame sales pro- 
blems when faced with social and 
economic changes as a result of 
the war. 

Charles Rosner emphasises the 
sychological approach which 
os been used—particularly in 
regard to the Fortnum and 
Mason Christmas catalogue. He 
points out that, while more and 
more firms are discarding the pre- 
sentation of goods through draw- 
ings, Colman, Prentis and Varley, 
with Edward Bawden as illustra- 
tor, “managed to infuse their 
catalogues with a wonderland 
effect,” combining imaginative 
drawings with photographs. 

Colman, Prentis and Varley 
have also redesigned Fortnum 
and Mason’s packaging and 
wrapping paper. 

Mr. Rosner writes: “Those who 
enter empty-handed will go out 
carrying parcels wrapped in out- 
standing contemporary packag- 
ings, incorporating the initials of 
the house and surely the cordon 
vert of departmental stores.” 


principle uses plain paper with- 
out any presensitised coating, 
almost any type of paper can be 
used for the finished copies. The 
service will also include the 
preparation of offset-litho paper 
masters. 

Ihe new service, claims the 
Rank Organisation, will satisfy 
the growing general need for fast 
reproduction of records - in.- 
volume at an attractive price. 
appealing to all commercial and 
industrial undertakings which 
require large numbers of copies 
of documents—and, at the same 
time, familiarise business houses 
in England with Xerographic 
copying. 

Xerography (pronounced ze- 
rog-ra-fee) is a dry, electrostatic 
method of reproduction. Similar 
in many respects to photography, 
but using electrical forces and dry 
powders instead of sensitised 
emulsions to create images, 
Xerography is used in many fields 
in the United States—for 
example, office copying systems 
and the reproduction of engineer- 
ing drawings. It has potential 
usefulness in many forms of 
optical reproduction, and has 
already been applied to X-ray 
work, reproduction of electronic- 
computations, and high speed 
offset printing. 

Rank-XeroX are now setting 
up manufacture of Xerographic 
equipment in Britain for distribu- 
tion in world markets outside the 
USA and Canada. 


Hiring scheme 


for printers 


Frank F. Pershke Ltd. and 
Price Service & Co. Ttd. have 
introduced a hiring scheme by 
which printers mav obtain the 
use. but not the ownershin. of 
some of their machines on nav- 
ment of a deposit considerably 
lower than the minimum allowed 
under hire purchase. 

As an example, the following 
figures apply to the hiring of a 
Glockner Cylinder Press. Initial 
deposit: £219. Hirer then pays 
£32 11s. 11d. a month for four 
years (or larger payments over a 
shorter period), to be followed by 
— monthly hiring charge 
of 5s. 


Folder reprinted 

The folder containing speci- 
mens of the various faces in the 
Linotype Bodoni family has been 
reprinted by Linotype & Machin- 
ery Ltd. to include specimens of 
two sizes (12 and 14 point) of 
Poster Bodoni with italic. 


A general view of the exhibition of silk screen printing held rh Mills and 
is 


Rockleys (Production) Lid., at Park Lane, London, last week. 


85-screen 


block was engraved on the 85 and 120 screen combination Scan-a-Sizer 
which is now being demonstrated by Crosfields Ltd. 


Secan-a-Sizer comes to Britain 


The first Scan-a-Sizer electronic 
block-making machine to operate 
commercially in this country will 
be installed next month at the 
London works of engravers Wace 
& Co. Ltd. A sample of the 
work it will produce is shown 
above. 

Says E. B. Turner, sales man- 
ager of J. F. Crosfield Ltd., sole 
UK agents for the machine: 
“This delivery will be the first of 
the 10 on order. Five machines 
are expected in Britain before the 
end of the year.” 

The Scan-a-Sizer, an improved 
version of the same-size-copy- 


Boxfoldia hold 


packaging 
conference 


Boxfoldia Ltd. the carton 
manufacturers, recently held their 
17th Packaging Conference in Bir- 
mingham. Carton buyers from the 
Midlands heard Maurice Broom- 
field, industrial photographer, 
speak on “Photography and Pack- 
aging.” 

He divided his talk into 
two parts—photography used in 
the production of designs and 
photography used for presenta- 
tion. Under the latter he con- 
sidered the topical aspect of 
carton design—suitability for TV 
advertising. His points were illus- 
trated by examples of how packs 
appeared on the screen. 

Richard Goold-Adams, writer 
and broadcaster, spoke on “The 
Manufacturer and His Market.” 
His talk promoted a lively dis- 
cussion on whether, in this coun- 
try, the economic and social 
significance of industrial organisa- 
tion and production is sufficiently 
clearly recognised and whether 
there is, within industry itself, the 
drive and spirit of selling that will 
meet the challenge of overseas 
competition. 

Members of the conference had 
an opportunity of seeing award- 
winning cartons in the USA 1956 
Folding Carton Competition and 
a display of Boxfoldia cartons. 


only Scan-a-Graver, can enlarge 
or reduce original copy four and a 
half times. It can take originals 
up to 18 in. by 224 in., producing 
blocks up to 13 in. by 164 in. 

American in origin, Scan-a- 
Sizers for the British market will 
be imported from Holland, where 
they are made by Fairchild 
Camera en Instrumenten MU 
NV. 

Models are available in three 
different screen combinations: 65 
and 85; 85 and 120; 100 and 
120. They can be purchased or 
rented. Prices are: 65 and 85 
combination—£5,260; 85 and 
120—£5,348; 100 and 120— 
£5,420. Monthly rental rates are 
£127, £137 and £146 respectively. 

An 85-120 screen model is now 
being demonstrated at Shenval 
Press, 58 Frith Street, W.1, and 
can be seen in operation from 
10 a.m. to 5 p.m. daily during the 
next five months. Applications 
to view the machine should be 
made to Crosfield’s, 2 Elthorne 
Road, London, N.19. 


Type designer dies 

C. H. Griffith, who died on 
October 7, at the age of 77, was 
one of the most influential figures 
in the world of printing. He was 
for many years vice-president of 
typographic development for 
Mergenthaler Linotype Company 
of New York and, on the strength 
of his practical experience of 
printing and his knowledge of 
typography, he instigated the pro- 
duction of type designs of very 
great importance and world wide 
usage. 

From 1926 onwards, he placed 
before the newspaper industry a 
group of type designs (first Ionic, 
then Excelsior, Paragon and 
others) which rapidly revolu- 
tionised the appearance of news- 
papers all over the world. 


Packagers meet 

The Association of British 
Packaging Contractors will hold 
its annual general meeting on 
Tuesday at the Café Royal, 
London, The meeting will con- 
clude the first year of the Asso- 
ciation’s operations. 
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ADVERTISER'S WEEKLY 


THE ONE-MAN 
INFORMATION 
SERVICE 


In the 2Ist birthday number of 
the Statistical Review of Press Ad- 
vertising, the late Jesse Scott 
revealed that he secured an order 
from Stuart Advertising on condi- 
tion that he took over a youngster 
whom they employed in_ their 
records department. That youngster 
was Henry R. Rudd who ‘re- 
mained with Scott thereafter and 
who is now advertisement manager 
of the Review and its new com- 
panion publication, the Statistical 
Review of Independent Television 
Advertising. 

Mr. Rudd is known as a sort of 
one-man information § service for 
Fleet Street. He arrived there in 
1922. At first he worked with Capt. 
R. B. Crewdson, who created the 
Economic Publishing Co. and 
eventually purchased Advertising 

World. Even in those days Mr. 
Rudd was checking the advertising 
content of the national and pro- 
vincial papers for a monthly feature. 
In 1927 he moved to the media 
department of Saward, Baker where 
he acquired valuable experience 
under the late Walter Larkins, be- 
fore going to Stuart Advertising. 


When he joined Scott, about 1930, 
the company had one desk, one 
chair, and one client. As regards 
equipment, it was almost reduced to 
the same condition in May, 1941, 
when, the entire records having 
been destroyed in the blitz, the firm’s 
main assets comprised an unexpired 
lease and the keys of a non-existent 
building! 


SS re ee 


Apart from his notab!e work with. 
and for, Statistical Review, Mr. 
Rudd has another claim to distinc- 
tion. He was the youngest person 
to have attended the first Inter- 
national Advertising Convention in 
London in 1924. 


7 . * 


THe decision by Steve Wheeler to 
establish his own advertising con- 
sultancy again draws attention to the 
fact that he was originally a solicitor, 
and became an advertisement manager 
almost by accident. This happened 
in 1933, when 
he was in the 
legal depart- 
ment at the 
Daily Express, 
Manchester. 
He took over 
the advertise- 
ment man- 
agership at the 
request of 
Arthur Chris- 
tiansen, the 
editor, and 
Leslie (now 
Sir Leslie) 
Plummer, then 
general man- 
ager. Steve Wheeler 

Mr. Wheeler 
lives at Radlett in a house with a 
truly superb garden. 

Incidentally, his son Max, aged 22, 
is now first assistant editor with 
Hammer I Film Productions. 


LOOKING FOR SCRAPER? 


Then meet MALCOLM MORRIS—a brilliant 
specialist in head and figure scraper. 


Ist CLASS STUDIO SERVICE 
ALSO AVAILABLE 


Please ask for specimens & quotations 
E. W. SELLAR, MASTER ART LTD. 12, ORANGE ST. 
W.C.2 


Tel: WHI. 2979. 


Going to South 
African agency 


AFTER five years with Foote, 
Cone & Belding, J. G. Tennant is 
leaving shortly to join a Johannes- 
burg agency. He feels that with ad- 
vertising on the upgrade there, and 
a rapidly expanding native market, 
there are many opportunities, par- 
ticularly in the poster and point-of- 
sale media, for which he has a flair. 

Before he came to London seven 
years ago, Jock Tennant was a free- 
lance designer in Scotland. He is a 
member of the Society of Industrial 
Artists. 

During the war he was on mine- 
sweepers. Now a Lt. Cmdr. in the 
RNVR, he does practise mine- 
sweeping for NATO. He tells me 
he may offer his services to the 
South African Naval forces. 


Advertising pull 
after 30 years 


w E know that bread cast upon 
the waters returneth after many 
days. Here is an example of it 
returning after 30 years—and all 
the way from Moscow! The Scholl 
Manufacturing Co. Ltd. have 
received a letter from one V. K. 
Tischenko of 19th February Street. 


© hey! at sheng 
At 3, Mepeat $0,” Le 
apt 7 Masestb-43 


: : hk 6.8908, 


9 weet ta: steno gone 


“ty Scholls Fret boon’ fue 
hecau 


mAany me 


ar Sehall's foot tagy 
AQ 


First page of V. Tischenko’s letter. 


Moscow, who asks for a copy of 
Dr. Scholl's Foot Book free, for 
“there are a girl I know well who 
have such feet and I should like to 
help her (size 36).” 

He continues : 

“I have read the address in the 
Strand Magazine of 1926 (June). 
Suppose that it is possible to do a 
mistake as thirty years had passed 
and the company could change its 
address. In such a case I supplicate 
you to look for ‘The Scholl MFG. 
Co. Ltd.’ and write its address to 
me, you see? It’s of great import- 
ance to me In Heaven’s name, do 
it please!” 

Comments Tom Smith, chairman 
of Smith’s Advertising Agency, 
Scuoll’s agents: “A 30-year-old 
advertisement in a dead circulation 
magazine must prove the selling 
power of advertising. This is surely 
indicative of the potential open to 
British salesmanship everywhere— 
even behind the Iron Curtain.” 
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W. H. Gollings (managing director 
of W. H. Gollings and Associates 
Lid.) presents a gold wristlet watch 
to Miss Pat Burreli, who has com- 
ova ten years’ service with the 

enc Also in the picture is 
Ec G Wolf, director and secretary. 


Bible authority 
is copywriter 


Copywriters, as a class, are 
more often skilful than scholarly. 
One who is both is Dr. Hugh J. 
Schofield, author of two new books 
displaying much classical and Biblical 
learning. Dr. Schofield started his 
professional life as a copywriter with 
the old Holford Bottomley adver- 
tising agency. 

Later he - 

joined the 

promotion 


ae cro 
Northcliffe ; 
Newspapers = 
whole series of 
advertise- 
ments to ad- 
vertiserswhich 
appeared in 
ADVERTISER'S 
WEEKLY in the 
by St. John’s University at Delhi, 
and has become an authority on the 
interpretation of Biblical and _his- 
torical documents and literature. 
In his Secrets of the Dead Sea 
Scrolls (published by Valentine 
Mitchell) he applies for the first 
sect that produced them. His 
Authentic New Testament (Dennis 
Dobson) makes the Gospels read 
like an up-to-date book. 
His Suez Canal appeared as a 
Penguin Special, and several of his 
other works have been Book Guild 


under John 
Coope, on bY 
at 
early *30s. . H. J. Schofield 
Since then 
time an ancient Hebrew cypher 
which throws light on the origins 
or Book Club recommendations. 
CONTACT 


whose behalf 

he has been awarded an honorary 

and date of the Scrolls as well as 
WEEK’S WISECRACK 


he wrote a 

degree of Doctor of Sacred Literature 

on the identity of the founder of the 
~ 


“Carruthers says he’s out 

with the boys every night, 

too. But his trouble is that 

his wife is the heavyweight 
in their home.” 
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a good host 


never forgets! 


Area Offices in GLASGOW, 


NEWCASTLE UPON TYNE, 


ADVERTISER'S WEEKLY 


Alt over the David Allen 
country good hosts (and 
hostesses) are remembering 
the good things they see 
on posters. 


The impact of a bright, col- 
ourful poster can be greatly 
enhanced by its display on 
a well-designed, strategically placed 
site. David Allens offer such sites 
throughout Scotland, North East 
and North West England, North 
Wales, Northern Ireland and Eire. 


WAG 


| ies 
.LLENS 


mw 


David Allen & Sons Ltd., 

7, Buckingham Palace Gardens, 

London, S.W.1. 

Telephone: SLOane 0711. 

Telegrams: Advancement Sowest London. 


LIVERPOOL BELFAST DUBLIN 
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PUBLICATIONS IN THE NEWS 


‘Mirabelle’ 
selling well 


Stuart Mander, advertisement 
director of George Newnes Ltd., 
states that the average net sale of the 
rew Newnes weekly for women, 
Mirabelle, was “well over 600.000 
copies” for the first six issues. This 
“endorses the sound judgment of 
those advertisers who booked Mira- 
belle at the highly advantageous 
launching rate,” he says. Current 
advertisement rates are £300 a page 


monotone, and £600 a page full 
colour, with advertisement space 
“very strictly limited.” A number 


of national advertisers have made 
their firm reservations for 1957, aud 
the colour bookings for that year 
are practically complete, says Mr. 
Maader. 

+ * * 

Stirling Moss, Ronnie Adams, and 
other leading drivers will be fea- 
tured in a new series of articles 
entitled “Methods of the Experts,” 
which will start in The Autocar 
next week. The series will run for 
a number of weeks. Other contents 
of next week's issue are a road test 
of the new Austin Healey 100 Six, 
and “Sixty years of Motoring,” a 
feature on veteran cars. 


Publications sold 


Wheatland Journals Ltd., an asso- 
ciate company of UK Publications 
and Arrow Press Ltd., have acquired 
the copyright of Meat Trade 
Annuals and Directories of Animal 
By-Products from the Grays Inn 
Press. J. Burt, advertisement 
manager, comes over with the publi- 
cations and will operate from the 
Wheatland Journal's office. 

* * * 

The November and December 
issues of Dance and Dancers will 
contain comments on the Bolshoi 
Ballet performances in London by 
Richard Buckle. for many years 
ballet critic of The Observer. The 
issues will be supported by adver- 
tisements in The Observer, Daily 
Mail and the News Chronicle. 

* * * 

An all-electric and fully-equipped 
kitchen and £500, or £1,000 in cash 
will be the prizes in a competition 
to be announced in Woman next 
week. Entrants will have to choose 
12 gifts for an engaged couple from 
a list given. 


1956 ‘Press Guide’ 


The publication date of the 
autumn 1956 issue of The Pocket 
Press Guide has been improved by 
at least three weeks by the pub- 
lishers, the Flanan Pocket-Press 
Guide Co., in consultation with 
Commercial Aid Printing Service 
Ltd.. arranging to have the text- 
matter set by electronic Varityper 
method. All the introduction and 
some advertising pages were set by 
Hadego phototypesetting. and the 
whole book was printed by photo- 
lithography. This method made it 
possible to produce the current issue 
in under a month, and to include 
advertisement rate and technical in- 
formation changes received a few 
davs before publication. Now in its 
third year of publication, The 
Pocket Press Guide should prove 
useful for all advertising executives. 
Its price is (Standard) 6s. post paid, 
and (De Luxe) 8s. 6d. post paid. 


The Statist has issued a “ 


Survey 
of the British Caribbean.” Con- 
tents include a number of authorita- 
tive articles on various economic 
and socio-economic aspects of the 
territories concerned. Well sup- 
ported by advertisers, the Survey 
runs to 76 pages and has an attrac- 
tive art cover. In accordance with 
customary practice, The Statist has 
given the Survey free with its 
ordinary weekly issue. but copies 
are still available separately at 
3s. 6d. per copy 
* * * 

The 11th edition of Stores & 
Shops Directory lists over 43,000 
retail merchandise and equipment 
buyers. It gives the addresses of 
all the major stores and shops in 
Great Britain, including self-service 
shops and supermarkets, department 
stores, multiple shop firms and co- 
operative societies. Publishers are 
Newman Books Ltd. It sells at 63s. 


Price increases 


Beginning with next week's issue, 
the price of The Times Educational 
Supp!ement will be increased from 
4d. to.6d. a copy. The new annual 
subscription rate will be £1 14s. 8d. 

* *~ * 

Latest price increases also include 
Amateur Photographer to ls. 3d. 
from ls. with effect from Novem- 
ber 7 issue; Gramophone Record 
Review to ls. 6d. from Is. with 
effect from November issue; and 
Farmer and Stock-Breeder to 9d. 
from 8d. with effect from Novem- 
ber 20 issue. 

* * * 

The November issue of Ideal 
Home will include eight pages on 
kitchen planning and a special sup 
plement on home entertainment 
The issue will be supported by ad- 
vertising in the national press. 


Housekeeping book 


The Book of Good Housekeeping 
will be published early in Novem- 
ber, at 45s., by the National Maza- 
zine Co. Ltd. It will contain 480 
pages of text, 120 pages of black- 
and-white photographs and 32 pages 
of full colour. All aspects of house 
and home management will be 
covered by the book. 

* * 7 

“My Fifty Years in Flying.” by 
Harry Harper, will be published 
on Tuesday by Associated News- 
papers Ltd., at 12s. 6d. In 1906 
when he was appointed to the Daily 
Mail. the author was described as 
the first air correspondent to be 
named by a newspaper. The book 
will be “prominently announced” 
in the Daily Mail. 

* * * 

The latest promotion folder to be 
despatched by Woman’s Own em- 
phasises the link between an adver- 
tisement in Woman's Own and the 
branded product on the shop 


shelves. The brochure. which uses 
an enlarged photograph of a 
woman’s eye, says that Woman's 
Own “ensures instant recognition 


for a product by well over five 
million women.” 
* * * 

The Nursery World Christmas 
Gift Number was published this 
week. It includes a_ special 
supplement designed to save 
mothers’ time and trouble during 
their Christmas shopping. 
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The December issue of Woman and 
Beauty will be a special Christmas 


number. It will give a selection of 
clothes for parties, suggestions for 
presents, and beauty features. 


* * * 
Odhams Press Ltd. recently 
published the Television Annual 
for 1957, priced 10s. 6d. It 


contains features on and by both 
BBC and ITV personalities, illus- 
trations of programmes on both 
networks and such articles as 
“Industry's Newest Tool.” describ- 
ing the industrial applications of 
television. Editor is Kenneth Baily. 
ok * * 


The Practical Car Owner Illus- 
trated was published by Grosvenor 
Press (England) Ltd. on Wednesday. 
It is being distributed by the 
National Magazine Co. Ltd. Priced 
at 25s., the book consists of 220 
pages and contains 600 illustrations, 
including 28 pages in colour. 


Irish fashion paper 


Creation, a glossy fashion and 
decor magazine, has been intro- 
duced by Fleet Publishing Co., 
Dublin. to the Lrish market with the 
October issue at 2s. Its 84 pages, 
plus four pages of cover, carry a 
strong representation of advertising. 
some in colour. This is a new ven- 
ture for the Lrish market. 

oo” * - 

This week's issue of Everybody's, 
which contained a special supple- 
ment entitled “You and your 
money” by Sir John Braithwaite, 
was supported by widespread poster 
displays and advertisements in the 


News Chronicle and the London 

Evening News. Next week's issue 

will be advertised in the Daily 

Express, Daily Mail, Daily Tele- 

graph and the Evening Standard. 
. * * 


First issue of New Venture, the 
pocket magazine (price 2s.) for boys, 
has now been issued by Stuart 
Hardy Ltd., London, with a first 
printing of 12,000. In addition to 
articles on adventure, history, 
voyages, flying and __ scientific 
achievement, it gives profiles of its 


“patrons.” who include Chris 
Chataway, Jack Crump. and the 
Rev. David Sheppard. Hodder & 


Stoughton and Ilford Films are 
among the advertisers. E. Marten- 
Hale is advertisement manager. 
Page rate: £65, 
* 2 e 

Pearl, Cooper Ltd., publishers 
of the monthly Motor Racing, 
published last week—coinciding with 
the Motor Show—the first issue 
of Sports Car & Lotus Owner. 
Dated November. publication of this 


issue was broucht forward. due 
to the Motor Show. It sells at 
ls. 6d., and the full-page rate is 


£20 and pro rata. 
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We Hear 


Albert Milhado & Co. Ltd. have 
issued a “Milhado Advertising 
Atlas,” giving maps of 24 countries 
in Europe, Africa, and Asia, to- 
gether with figures of areas and 
populations, and names of daily, 
weekly, = —_ journals. 


Twelve _ on trunk 


roads in the Castle Donington 
(Leicestershire) area have been 
challenged by the Leicestershire 


Northern Area Planning Cousumen 
* * 


In August, the a. Co. Ltd. 
of Darwen, Lancs., celebrated 50 
years of paint manufacture. To 
commemorate the occasion they 
have produced a volume called 
Walpamur Golden Jubilee 1906-1956. 
The book tells the story of the 
mgs prem. 

* 

Central News y See Ltd., the 
South African distributors, "have 
formed a new company, PAC Distri- 
bution Ltd. It was previously the 
agency division of CNA, distributing 
British products throughout South 
Africa. 


Ovaltine in India 


F. D. Stewart Ltd. have booked 
a series of two-colotr eight-inch 
triple advertisements for Ovaltine to 


appear in The Hindu, the English- 
language daily newspaper of 
Madras. which has been printing 


advertisements in up to four colours 
since —_ 
* * 

This year’s London Press Ball of 
the Trade and Technical branch of 
the National Union of Journalists 
will be held at the Empire Rooms, 
Tottenham Court Road, on Wednes- 
day, November 28. 

+ . * . 

Chief feature of the Natural 
Rubber Development Board's stand 
at the Public Works and Municipal 
Services Congress and Exhibition 
(November 12-17) is a small cinema 
showing the latest “Rubber in 
Roads” film, made by RHR Produc- 
tions Ltd. The Exhibition will be at 
Olympia. 


Poster exhibition 


The Minister of Transport and 
Civil Aviation, Harold Watkinson, 
will open the Evenine Standard 
Children’s Road Safety Poster 
Exhibition. at Charing Cross Under- 
ground Station. on Monday. The 
exhibition will be open to the public 
until November 13. 

* * * 

Lancashire and Yorkshire trans- 
mission area representative of Tele- 
mat (United Kingdom) Ltd. is John 


Clarke, at 22 Bridge Street, Man- 
chester 3. 
* * * 
Mark Stone Ltd. have been 


appointed to handle press relations 
for Lexington Products and Brook- 
lands Motors by Lex Garages. 

* * . 


Changes of address: Sales Pro- 
motion Ltd. to 29 Cork Street, 
Piccadilly. London. W.1; Mechanics 
to 19-20 Noel Street. W.1: G. & W. 
Waller Ltd. to 16-18 Balham Grove, 
S.W.12; Young & Rubicam Ltd. 
(press. TV, radio. and cinema sec- 
tions of the media department) to 
Langham House. Upper Regent 
Street. W.1: Edward Driffield’s 


Advertising Service Agency to Bank 
Chambers. 51 Grainger Street, New- 
castle upon Tyne, 1 
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MITCHUM -THIESS 
/ oa ROLAND 
“oe SCOTT 


cent produc -_ 
wcludes Posters fo" 


POSTERS... 


of all sizes DC to 48 sheet 


POSTERS with the sure touch of long experience .... POSTERS that 
are setting even better standards of screen printing.... POSTERS 
that are priced right .... POSTERS deliveréd on time by 


OF MANCHESTER 


uss 


POSTERS ' BUS STREAMERS ‘ LINEN BANNERS . SHOWCARDS. 
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—some of the double- 
page spreads used 
recently by Dexion 
Ltd., in BUSINESS. 


BusIness—the Journal of 
Management in Industry 
has a monthly A.B.C. 
certified net sales figure of 
15,803 copies of which 
91% go regularly to top 
levels in management. 


Business Publications Litd., 
109/119 Waterloo Rd.S.E.1 Tel. WAT 3388 


DEXION 


ne prove that 


Busi 


YOURNAL OF MAN 


ereates 
eustomers! 


““. . . has pulled in a very high quality of 
enquiry.” 
“*... they see BUSINESS on the desks of all 


levels of management.” 
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Carreras appoint 


new agents 


Carreras Ltd. have appointed 
McCann-Erickson Advertising 
Ltd. as advertising agents for 
their cigarette brands. The 
appointment takes effect on 
January 


. 


Ten-day TV drive 
for Marleyfilm 


A powerful 


campaign on. the 
London commercial television 
station is now being launched by 
E. Walter George Ltd. on behalf of 
Marley Floorings Ltd. 

A peak-time spot 
during the ten-day period Novem- 
ber 17 to 27 will advertise Marley- 
film, the new plastic do-it-yourselt 
covering, which can be used for a 
wide range of furniture. During the 
same period, the product will be 
featured in three magazine pro- 
grammes: Home with Joy Shelton, 
Family Magazine, and the new 
series, Alicia in Wonderland. 

The campaign will be supported 
by a preliminary one in the trade 
press, and subsequently by extensive 
advertising in consumer publications 
including Radio Times, Reader's 
Digest, Picture Post, Ideal Home, 
Good Housekeeping, Woman's Own. 
Practical Householder and Tt 
Times 


every night 


ADVERTISER'S WEEKLY 


M&D Savoury Wafer 
This new product, Savoury Cheese 
Wafers, made by Meredith & Drew 
Lid., is launched in a pack by the 
Design Group. The printed foil 
wrapper for the biscuits is planned 
to form an effective pattern when 
displayed in quantity. A spokesman 
for Meredith & Drew's advertising 
agents C. Vernon & Sons Ltd. states 
that a decision on advertising the 
new product will be taken in the 
near future. 


Kodak’s ‘biggest 


winter boost’ 


Kodak's “biggest boost yet to the 
winter photo business” will be 
launched next month on commercial 
television and in the provincial 
press. 

All commercial TV stations will 
be used during November and 
December for 15-second spots, the 
first of which will tell the flashsnap 
story and invite viewers to writc 
for the flashsnap booklet to their 
Kodak dealer. The second commer- 
cial will feature Kodak camera out- 
fits. They will be shown at peak 
times on Friday evenings. 


The press advertisements will 
appear in provincial papers not 
covered by ITV stations. They will 


do a job similar to the TV commer- 
cials and are booked for Thursdays 
or Fridays throughout November 
and December. 

Advertisements will also appear 
in Amateur Photographer, Photo- 
graphy and other specialist maga- 
zines. Agents are S. H. Benson Ltd. 
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CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


MACHINED CASTINGS LTD. 
for Rex Publicity Service Ltd. 
CAMBRIAN AIRWAYS, press and 
public relations, for Alfred Bates 

& Son, Lid 
ROBERT PETERS (NOTTM.) 
LTD. (cellulose film and _ poly- 
thene bags), for The Direct Mail 
Centre Ltd. Direct mail cam- 
paign planned for 1957 
BRITISH MILLER HYDRO LTD. 


(bottle washing and _sterilising 
machinery): MULTI-RECORD- 
ING LTD (Dimafon dictating 
machines and systems). Accounts 


for Paul Baratte & Associates 
Lid 

“ARRERAS LTD., for McCann- 
Erickson Advertising Ltd. 

H. FROST & CO. LTD. (Sunhouse 
portable fires and convectors), 
campaign in consumer press; 
J. A. CRABTREE & CO. LTD. 
(switchgear), technical and trade 
press campaign. Accounts for RK 
Advertising Ltd. 

. BURT (CHISWICK) LTD. (fur- 
niture kits), for Froud & Part- 
ners Ltd. 

BEAVER & TAPLEY LTD. (fur- 
niture), for Crossley Advertising. 

SIMPSON READY FOODS, cam- 
paign on Northern commercial 
TV stations: WIGGLESWORTH 
LTD., 30-second and 15-second 
filmed TV spots for Opas Diges- 
tive Tablets. Accounts for 
John Roe Ltd. 


Campaigns 
MARLEY FLOORINGS' LTD., 
using commercial TV on London 
station, magazines and trade press 
for Marleyfilm; and Birmingham 


- 


evenings and trade press for 

Birmingham demonstrations. (E. 

Walter George Ltd.) 
HERCULES CYCLES, using 


national dailies, London evenings, 


provincial papers and boys’ and 
girls’ publications. (Reid Walker 
Advertising Ltd.) 

R. S. LAWRENCE & CO. 
(LEATHERS) LTD., using com 
mercial TV to introduce Twintops 


treble-wear heel tips. (Reid 
Walker Advertising Lid.) 
W. SYMINGTON & CO. LTD., 


using Daily Mirror, Woman, 
Woman's Own, Woman's Weekly 
and commercial TV on all sta 
tions. . (Erwin Wasey & Co., Ltd.) 
PRIORY TEA & COFFEE CO. 
LTD., using national press. 
children’s magazines, cinemas and 


a TV. (T. B. Browne 
Ad.) 
THERMOS (1925) LTD. using 


Illustrated London News, Sphere, 
Queen, Country Life, Punch, 
Good Housekeeping, Housewife, 
Homes & Gardens, Field, Scottish 
Field, Courier and trade press for 


Christmas gifts. (Hedley, Byrne 
& Co. Ltd.) 

KILVERTS’ LARD & FLAKED 
BEEF SUET. using provincial 
press and Northern commercial 
TV stations. (Alfred Bates & 
Son Ltd.) 

THOMAS RATCLIFFE & CO. 
LTD., using half-pages in Dail) 
Express and Sunday Dispatch. 
colour pages in magazines and 


dealer co-operation campaign in 
over 100 provincial papers for 
Sole Mio blankets. (Max Ritson 
& Partners Ltd.) 

FREMLINS LTD., using London 
evening papers and spots on Lon- 
don commercial TV station. 
(Technical & General Advertising 
Agency Ltd.) 

HANOVIA PRESCRIPTION 
HEALTH LAMPS, using all com- 
mercial TV stations and local 
press. (Technical & General 
Advertising Agency Ltd.) 

KODAK LTD. using 15-second 
spots on commercial TV stations 
and provincial papers for flash- 


(S. H. Benson 


Ltd.) 

F. E. FOX & SON LTD. using 
commercial TV on Midlands sta- 
tion. (Nevin D. Hirst (Advertis- 
ing) Ltd.) 

KAY BROTHERS LTD. using 
national papers, magazines, trade 
press, and point-of-sale material 
(Fords Advertising Lid.) 

PHILIPS ELECTRICAL LTD. 


using trade press for new electric 


light cameras, etc. 


sear (Erwin Wasey & Co., 
Ad.) 
RONSON PRODUCTS LTD. 


using Vogue and Harper's Bazaar 

for Lady Ronson electric shaver. 

(Mather & Crowther Lid.) 
BEAM-ECHO LTD., using Wireless 


World, Gramophone and trade 
press for Avantic Glyndebourne 
Hi-Fi Reproducer. (Arks Pub- 


licity Ltd.) 


IMPERIAL CHEMICAL INDUS. | 


TRIES LTD. (Fibres Division) 
using national papers, magazines 
and trade press for Terylene 
men’s wear. (Mather & Crowther 


Lid.) 
ARMITAGE & RIGBY LTD.,. 


using Woman, Woman's Own, 
Woman's Weekly, Daily Mirror, 
Daily Express, Daily Herald, 
Daily Mail and trade press for 


Regatta Sheets. 
Ltd.) 
OCTIM LIQUID DETERGENT, 


(A, H. Knowles 


using provincial papers and spots | 


on commercial TV. (F. John Roe 
Lid.) 

ENGLISH ELECTRIC CO. LTD., 
using trade press to announce 
dealer competition for domestic 
appliances. (Legget Nicholson & 
Partners Ltd.) 

Daily 


MENTOR LTD., using 


Express, Daily Mirror, provincial | 


papers and trade press for White 
Star shirts. 
Varley Ltd.) 


(Colman, Prentis & | 


M. BERTISH & CO., using London | 


evenings for Tern shirts. 
Macaulay Advertising Ltd.) 


(David | 


LIQUID PROCESS CONTROL 
with meteryrmade by — 
MEASUREMENT Ltd. 


" 


Stratford House 
9 Eden Street, London, N.W.1 

FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


'HE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARDI 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS—aATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 


Stratford House, 
Eden St., London, N.W.1 
Specimen copies on request 
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MORE CURRENT 
ADVERTISING 


‘Buy an elephant’ 


say Fremlin ads 


On four occasions during Decem- 
ber, commercial television viewers 
in London and the Home Counties 
will be invited to “‘buy an elephant.” 
This is part of the Christmas cam- 
paign planned by Fremlins Ltd., 
using a cartoon version of their 
elephant trade mark. 

Two 15-second spots will be in- 
cluded in evening programmes on 
December 8 and 15, with two one- 
minute features in the “Last Minute 
Buys for Christmas” programme on 
December 18 and 20. 

A supporting press 
using half-page 


campaign, 
and 11 inch triple- 


column advertisements, is also 
planned, using all three London 
evening newspapers. Agenis are 


Technical and General Advertising 
Agency Ltd. 


Offer of puppet to 
help sell soups 


W. Symington and Co. Lid. are 
offering Teddy Panda, a puppet 
worth 12s. 6d. for 6s. 11d. to cus- 
tomers who buy their soups. A 
coloured counter display basket to 
hold the soups is available to re- 
tailers and also a free supply of 
coloured descriptive application 
forms. 

To support this offer spaces are 
being taken in the Daily Mirror, 
Woman, Woman's Own, Woman's 
Weekly, trade press and commercial 
TV on all stations. Agents are 
Erwin Wasey & Co. Ltd. 


. . 
Hanovia lamps in TV 
magazine shows 
Hanovia prescription health lamps 
are to be featured four times on 
commercial television during the 
next few months on the “Family 
Magazine” programme from London 
and the “What's in Store” pro- 
gramme to be transmitted from Bir- 
mingham, Manchester and Leeds. 
Both these programmes are 
scheduled to appear on Sundays, 

from 6 p.m.-6.15 p.m. 

Viewers will be invited to con- 
tact their local dealer or to write to 
Hanovia for further details and the 
name and address of their nearest 
stockist. Supporting local adver- 
tising campaigns are planned also 
for certain areas. Technical and 
General Advertising Agency Ltd. 
are handling the campaign. 


London evenings in 
Tern shirt boost 


Press advertising in the London 
area for Tern shirts began last week 
with a 13 in. by S-column space in 
the Evening News and half pages in 
the Star and Evening Standard. 

The campaign will continue with 
follow-up spaces in all three papers. 
Tern shirts are made by M. Bertish 
and Co., manufacturers of Consu- 
late shirts. David Macaulay Adver- 
tising Ltd. are the agents. 


Harry Peck & Co. 


The advertising campaign for 
Harry Peck and Co, Ltd.'s fish and 
meat paste in the national dailies, 
women’s magazines, provincial 
papers and trade press is being 
ens by Saward, Baker & Co. 
td. 


Tea tie-up with 
‘Chronicle’s’ 


I-Spy scheme 


Developed with the co-opera- 
tion of the News Chronicle and 
T. B. Browne Ltd., Priory Tea 
and Coffee launch their new I-Spy 
scheme in early November. 

Two series of picture cards, 
“Out and About” featuring 
places and characters of interest. 
and “Pets,” domestic animals and 
birds, are being issued. Every }4- 
Ib. packet of eight grades of 
Priory Tea will carry a picture 
card. The object of the scheme 
is to encourage children to col- 
lect the cards and paste them in 
a full colour album obtainable 
from their grocers at 6d. per 
copy. 

They are also asked to observe 
(or I-Spy) the subjects on the 
cards and write down when and 
where they see them. In this way 
they score a predetermined num- 
ber of points which count to- 
wards a total required to win an 
award. 

There are now over a million 
children who are members of the 
“Great Tribe of Redskins” and 
I-Spy, through the medium of 
booklets published by the news- 
paper’s book department and a 
daily feature appearing in the 
News Chronicle. 

The Priory I-Spy promotion 
will be supported by heavy ad- 
vertising in the press and 
children’s magazines, in the 
cinemas and on children’s TV. A 
range of counter displays, show- 
cards, window bills and other 
sales promotion materia! is being 
made available to grocers, and 
many thousands of albums are 
being distributed to the trade. 


‘More on ads? No’ 


Cr. H. Barber, chairman of 


Southport’s publicity and attrac- 
tions committee, has denied that 
Southport’s advertising campaign 
on ITV would increase the town’s 
expenditure on publicity at the 
expense of the ratepayers. 


Stand for glass 


The collective stand for the British 
Glass Container Manufacturers 
at the Packaging Exhibition 
(January 22 to February 1) will 
be twice as large as their stand at 
the 1955 Exhibition. 

The stand, designed by Lionel S. 
Rider and constructed by ’ 
Edgington & Co. Ltd., will dis- 
play filled bottles and jars showing 
the wide variety of containers used 
in the food, drink, chemical, 
medical and pharmaceutical indus- 
tries. 

Travelling exhibitions, which the 
container publicity committee is 
developing for display throughout 
the country, will also be on show. 

Supporting publicity, taking the 
form of full-page colour adver- 
tisements, will be handled by 
Richmond Towers Ltd. 


Croydon station 


on double power 


The Independent Television 
Authority claims that more than 
1,000,000 homes can now receive 
programmes from the Croydon 
transmitting station. 

The recent doubling of this 
station’s power has been “one of 
the factors that have helped to 
accelerate the rate of conversions 
in the London area,” says the 
ITA. 

Within the official limits of the 
new service area, nearly 114 
million people live; of these, just 
over 10 million are in the primary 
and the remainder are in the 
secondary service area. 


OcrosBer 26, 1956 


Agencies review 
TV’s past 


and future 


F. C. Pritchard, Wood & Part- 
ners Ltd. have produced their 
own independent review of com- 
mercial television. Called The 
First Year of Commercial Tele- 
vision, the spirally-bound 63 
page booklet is divided into 
three parts: the pattern of com- 
mercial television; the use of com- 
mercial television; and the future 
of commercial television. 

Another advertising agency 
which believes in putting out its 


views on the medium is Arm 
strong-Warden Ltd. They have 
recently circulated the second 


issue of their Occasional Papers 
on Commercial Television. 
Class distribution 
This latest release provides 
answers to such questions as: 
What is the social class distribu- 
tion of ITA homes and how has 
it changed recently?; What has 
been the size of the average audi- 
ence actually reached during the 
past three months?; Did the in- 
troduction of Summer-time dur- 
ing the night of April 21-22 effect 
viewing habits?; Are viewing 
habits affected by weather? 
Both agencies are circulating 
this information to their clients. 


Press ads pulled in 


2,180 cinema-goers 


Results of a questionnaire to 
discover how cinemagoers (a) 
first heard about the film showing 
at their local cinema and (b) what 
made them come to see it, have 
been tabulated from a_ poll 
carried out at cinemas in Greater 
London, Glasgow, Manchester. 
Cardiff, Birmingham, Newcastle 
and Wolverhampton, by 20th 
Century-Fox. 

The film chosen was “The Man 
in the Grey Flannel Suit.” 

Some 7,810 people said they 
tirst read about the picture in the 
press advertisements. Of these 
2,180 said the advertisements 
made them go to see the film. 

Newspaper stories and pictures 
came second in the rating, 7,070 
cinemagoers saying they first read 
about the film in this way. 


Editor tells of paper’s growth 


In three months the Trinidad 
Chronicle has trebled its sale, 
claimed Roy Savill, its editor and 
general manager, at a luncheon 
given by Joshua B. Powers Ltd., 
the paper’s British representatives, 
last week. 

At the beginning of July, he 
said, the sale was about 6,000; 
by the end of September the daily 


print order was nearly 19,000, 
rising to between 21,000 and 
23,000 on Sundays; and in six 


months’ time it was hoped to 
reach 25,000. 
Other speakers at the luncheon 


were Garnett Johnson, trade com- 
missioner for the British West 
Indies, and Robin Struthers. 
president-elect of the Trinidad 
Chamber of Commerce. 

Mr. Johnson said that British 
Caribbean trade amounted to not 
less than £140 million a year 
imports and £145 million a year 
exports. Trinidad was a very 
important market, and of its 
yearly imports of £61 million, 38 
per cent came from UK 

Mr. Savill was visiting England 
in order to buy a new rotary press 
for his paper. 
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‘Time’ in ‘The Times’ 


This full-page advertisement bearing 

the headline ‘Why Advertise?” .. . 

appeared in “The Times’ on Tues- 

day, for “Time” magazine. It was 

written by several members of the 

“Time” staff and designed by Young 
& Rubicam Ltd. 


Window display 
tie-up with ‘She’ 


Atkinsons, the Old Bond Street 
perfume and cosmetic house, 
have a window display tie-up this 
week with the teenage feature, 
“Pilling the first dressing table,” 
in She magazine. 

Atkinsons have displayed the 
full-colour picture of a teenager 
at her dressing table, together 
with their Ribbon Twist lipstick. 
Copies of the magazine and a 
selection of appropriate cosmetics 
have also been displayed. 

An announcement in She com- 
ments on the free beauty advice 
service run by Atkinsons. A film 
strip, “Cosmetics and Confi- 
dence,” made by Atkinsons, is to 
be shown widely in schools and 
colleges by co-operation with 
educational! authorities. 


Ad record total 


is broken 


The current 30-page issue of 
the Surrey Advertiser has broken 
all previous records with a total 
of over 155 columns of advertis- 


ing. 

The issue, a Motor Show 
special, contains a four-page 
special section strongly sup- 


ported by motoring advertisers. 
Copies of the issue have been 
sent to advertising agents 
throughout the country. 


New name, new 
system for 1957 
furniture show 


The annual exhibition spon- 
sored by the British Furniture 
Manufacturers’ Federated Asso- 
ciations and the National Federa- 
tion of Bedding and Allied 
Trades will be held at Earls 
Court again next year—from 
January 23 to February 2— 
under its new and shorter title, 
the Furniture Exhibition. In pre- 
vious years it has been known as 
the British Furniture Exhibition. 

The regulations remain, how- 
ever, that only British firms which 
are members of the exhibitions 
company of the BFM are eligible 
to show. 

Originally a trade show, since 
1950 the public has been ad- 
mitted on certain days within 
restricted hours. 

Now, for the first time, half 
the Exhibition—the whole of the 
ground floor—is to be open to 
the public throughout the run of 
the show. There will be a pre 
view of two days beforehand, 
which will be for the trade and 
the press only. 

Running concurrently, on the 
gallery level at Earls Court, will 
be the section of the Furniture 
Exhibition exclusively for the 
trade. Manufacturers have had 
the choice of showing here or in 
the public section. 

About 200 British manufac- 
turers in all will be exhibiting in 
the whole Exhibition. 


Schofield’s Seottish 


film reps 
The House of Lizars have been 
appointed representatives for 
Stanley Schofield Productions 


Ltd. in Scotland and Northern 
Treland. 


Last Friday, extracts of | 


the films shown to industrialists. | 


publicists and educationalists in 


Glasgow and Belfast to inaugu- | 


rate the arrangements 
shown to the press at the firm’s 
headquarters in London. 

These included films sponsored 
by the Rootes Group, Aristoc 
Ltd., the Leather Institute, Home 
Counties Dairies, and Glaxo 
Laboratories. 


were | 


In each city a display of 16 mm | 


film equipment was staged by 
Lizars, with the co-operation of 
Rank Precision Industries Ltd. 
Kodak provided panels of photo- 
graphs. 


BBC and editorial publicity 


The BBC's dilemma over the 
inclusion of publicity in its pro- 
grammes is described in its 1957 
Handbook. 

It says: “Editorial publicity for 
people. things, and activities is 
inseparable from any form of 
publishing, whether in print or in 
broadcasting. 

“For the BBC, such publicity 
needs to be regulated in a sen- 
sible and consistent way so as to 
reconcile a policy of ‘no adver- 


tising’ with the abiding need to 
provide a full service of news, 
neem, and information gener- 
ally. 

_“The shortest way of expres- 
sing the BBC’s policy in this 
matter is to say that it seeks to 
avoid giving publicity to any 
individual person or firm or 
organised interest except in so far 
as this is necessary in providing 
effective and informative pro- 
grammes under the Charter.” 


155; 


columns of 
advertising 


What with the Credit Squeeze and new 
forms of media competition, advertising 
records aren't quite so easily come by 
this year. But, the current 30 page issue 
has broken all previous records with 
a total of over 155 columns of advertising. 


Some Recent National Advertisers 
in the Surrey Advertiser. 


Abbey National Building Society. Aertex. Ascot 
Heaters. Accousticon. Ardente. Bentalls. British 
Olivetti. Bergermaster Paints. British Railways. 
C. & A. Modes. Courts. Cow & Gate. Calor Gas. 
Corona. C. & T. Harris, Calne, Wilts. Currys. 
Dunlop. Esso. Evening Standard. Electron 
Hearing Aids. Fifth Avenue. G. E. C. Goodlass 
Wall. Gonzalez Byass. Halfords. Halifax Build- 
ing Society. |. C. |. India Tyres. Jaeger. Lloyds 
Bank. London Transport. London Building 
Society. Lambeth Building Society. Martins 
Bank. Midland Bank. Martinez. McDougals. Nat- 
ional Provincial Bank. John Perrings Ltd. Persil. 
The People. The Refuge Assurance. Radiation. 
Russell & Bromley. Selfridges. Shell. Singer 
Sewing Machine. Sunday Express. Smarts Fur- 
nishers Ltd. Timothy Whites. Tide. Wolfe & 
Hollander. William Harvey (Army & Navy). 
Walpamur. 


%& One of Britain’s best markets 
covered by 


The 
SURREY 
ADVERTISER 


HEAD OFFICE : 
LONDON : 


GUILDFORD. TEL: 5252. 
143, FLEET ST., E.C.4. FLEET ST. 6692. 


@ A copy of this issue has been despatched to adver- 
tising agents throughout the country, and one copy 
will be sent to any National Advertiser on request. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4s, per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
AN ADDITIONAL classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. Box 

No. charge, one line plus Is. covering postage, etc. Series rates on application : all M ITCH ELLS 
ADVERTISING advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 


Weeklv.”” 180. Fleet Street. London. E.C.4. WATerioo 3388 (Ex. 25) 


CONTROLLER | 2 pa 


for a 
ier Ghee Gee, vie COPYWRITER LAYOUT 


His duties will be similar to those of If you’re looking for more responsibility—-more appre- A RTI ST 
& junior eccount p moar a = ciation—an interesting assortment of work, consumer, 
will be hay arts vale ene technical, prestige—if you have ideas that both scintillate ; 
Htanager for the dey-ta-tuy c- and sell—you sound like the man we want. with some agency experience 
ordination and control of the adver- : ” , : 
tising for certain subsidiary companies You will probably have had several years agency experi- and knowledge of typography 
and interests of Thos. Cook & Son, ence. You will know that a first-class agency offers the 
Ltd. He must have had an all-round scope for initiative—and promotion—that you seek. You Please write or phone:— 
. . - P 
experience of advertising. A D.A.A. will appreciate good work, goodwill, good humour in your 
would be preferred. Salary—£900 colleagues; and you will look for—and receive—a 
per annum. similar appreciation from 


Write in confidence to The Pub. FAW D RY Ss C. MITCHELL & CO. Ltd., 


licity Manager (AC) Thos. Cook & , 1-2 Snow Hill, E.C.1 
Son, Ltd., Berkeley St. London, W.! Full details please to CENtral 648! 
Managing Director, 


LEADING MANUFACTURER requires MARK FAWDRY LTD., TECHNICAL PUBLICATIONS DE- 
display men, with experience in con- Hanover Court, Hanover Street, W.1. PARTMENT of engineering company 
fectionery work, in London, Mid- requires man for compilation of spare 
lands and the North Must be parts lists Experience of similar 
prepared to travel outside these YOUNG ADVERTISEMENT REPRE- WE HAVE A VACANT DESK for a work essential; used to drawing office 
regions when necessary. Write Box SENTATIVE required London for | lettering artist with at least three procedure Five-day week State 
No. 772, Smith's, 100 Fleet Street, established engineering journals years’ studio experience, who can do age, experience and salary required 
London, E.C.4 Must be experienced first-class sales- | ae — — —— as — to the Personnel Manager, CAV Ltd., 

iT ST required for high man ‘ inished wor an who regards Warple Way, Acton. W.3 

yy ng Ey |e rs Box 4803 Ad. Weekly 180 Fleet St EC4 type as complementary to his or her ol Pe E, Hewes eR 
and knowledge of typography more ADVERTISEMENT CHECKER. Girl lettering Tell us about yourself by ge ey x. HNICAL 
important than previous experience required for West End Agency. Some writing to Studio Manager, Norman tere om Br ca subd-editor, typo- 
Write fully to experience of dhecking and typing 5, , Princes House, Picca- Bo. 4829 Ad’ Weeki, 180 Fleet St EC4 
Box 4780 Ad. Weekly 180 Fleet St EC4 essential. Hours 9.30 to 5.30, five- phot ~a ok 

EXPERIENCED SUB - EDITRESS day week, Staff restaurant facilities. | ADVERTISING CLERK (male), about PRIVATE SECRETARY required for 
wanted by leading magazine Fleet Write, stating experience and salary, 25, some experience weekly news- Director of West End Advertising 
Street area Excellent salary and to W. Hutchings, Rex Publicity paper Full details, including wage Agency. — 
prospects Service Ltd., 131-4 New Bond Street, required, to Holmesdale Press Ltd., experience, etc 
Box 4779 Ad. Weekly 180 Fleet St EC4 W.1. Mark envelope ‘*Personal.’’ Redhill, Surrey Box 4824 Ad Weekly 180 Fleet St EC4 


Studio Manager, 


giving age and 


MANAGEMENT SELECTION LIMITED 


have been retained to advise on the selection of an 


b TO THE ADVERTISING MANAGER 
Co m m ercia | of a large group of multiple and retail stores with headquarters in London 


The duties entail the production of rough visuals, writing copy and sales 
letters, a knowledge of typography, and working in close co-operation 
with the group’s five advertising agents on the preparation and production 


oy of press advertisements, catalogues, direct mail and general sales 
8 
ri er Pape 


Candidates must have at least 6 years’ experience in advertising, two 
of which should have been on a ladies’ fashion account, either with a 
recognised agency or in the advertising department of a large store, 
group of multiple or chain stores, or with a recognised agency. M.I.P.A. 
McCann’s success in TV produces an excellent or D.A.A. would be an advantage. Age 28-32. Starting salary by 
opportunity for another top-line scriptwriter. A arrangement, but not less than £1,000, Contributory pension scheme 

. No information will be passed to our clients without candidate's 
man or woman with Agency copy background who permission at interview. Please write in confidence to P. J. H. Fryer 
moved into TV early and is ready for exciting new (T.T.179), Management Selection Limited, 8 Clarges Street, London, W.1. 


responsibilities. . 


with more to contribute than talent 


‘ ot pane a" YOUNG MAN OR WOMAN COPY- ARE YOU A GOOD JOURNALIST ? 
The money Is good, the possibilities almost limitless WRITER, capable of visuals and with Can you write about anything? Can 


and the people nice to work with, but you need at eed py pen ye mn oa ¢ eh beet pa 
east a year’s full-time TV creative experience. Write Lively ant topes Gite Era: | hank Meeren® Weies mee unetas 
fully about yourself to our TV Director. (All Steen’ sie a | Sin ee nae Ce 
applications will be considered absolutely con- — Trost Senith nae ee Pay —_- aa 

fidential.) Pavement, London, E.C.2 Box 4783 Ad. Weekly 180 Fleet St EC4 


fast-grow- 
and ideas on 


McCann-Erickson Advertising Limited ARTIST-RETOUCHER PRINT SALESMAN 


required who is used to good finished 
Brettenham House, Lancaster Place, W.C.2. work on National accounts and would Established Litho. printer, producing high 


like to do such work in congenial class work—showcards, displays, Fw a 
Py Sahl requires representative, young an wie 
surroundings. Write or phone : some connection, to work from London 
Walley Studios Ltd., office. aeery help and encouragement 
145, Oxford Street, W.! snagged, ¢ 
GERrard 5508 J.C.M., 121 Kingsway, W.C.2 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISING 
SALES DEPT. 


ASSISTANT REQUIRED 


by Liverpool Company, with 
experience of traveller liaison 
and sales administration. 

Knowledge of layout and pro- 
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CLASSIFIED ADVERTISEMENTS 
f___ APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


If you are a qualified 


. 


LAYOUT MAN 


Leading London Publishing House offers oppor- 
tunity to imaginative LAYOUT MAN capable 


PRODUCTION 
MAN... 


with agency experience, 

not afraid of hard work, can 
handle the block ordering, 
setting and proof reading 

of an important group of 


of producing “ roughs’ 


duction of printed matter 
essential. Permanent and pen- 


and finished layouts, 
adaptations for hard-selling press advertisements 
and mailing shots. Good prospects for applicant 


accounts—write to 


sionable post for right appli- 
cant. State age, education, full 
details of experience and salary 
expected to 


Box 4781 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ILLUSTRATOR required 
by firm in S.E. London. Experienced 
in all branches and able to take re- 
sponsibility. Write, giving full par- 
ticulars and salary required 
Box 4684 Ad. Weekly 180 Fleet St EC4 

SENIOR AND JUNIOR ACCOUNTS 


lettering artist. Pleasant working con- 
ditions and good salary to the right 
man Apply for appointment, by 
letter or telephone, WELbeck 1876. 


required to 


Box 4816 


with the right experience and flair. 
details of career, qualifications, age and salary 


Advertiser’s Weekly 180 Fleet St EC4 


WILLINGS 
PRESS SERVICE 


Five day week—pension scheme. 
Write or ‘phone for appointment 
Personnel Manager, W.P.S. Ltd., 
356 Gray's Inn Road, London WC1 
TER 1212 


ADVERTISING REPRESENTATIVES 
required (male or female) for official 
publications, guides, etc. References 


YOUNG, ENERGETIC SPACE , ARTIST, 


SALESMAN with Agency contacts 
required for good class woman's 


magazine Write, stating age, ex- Must 

CLERKS (male or female) for interest- perience, and salary required offices, 

ing work on _ overseas and production Box 4805 Ad. Weekly 180 Fleet St EC4 

invoicing Knowledge of typing an COPY LAYOUT MAN required by a tusing 

asset Phone FLEet Street 4030 medium size London Agency We Leyton, 

Extension 203 require a man aged between 25-30 who Pointment, 
ZEC LIMITED, 128, Baker Street, can create layouts and write the copy 

W.1, require an experienced Male for press ads., brochures, etc; also to take 


capable of doing quick layouts for 


typographical ads. Write full details top level 
to 
Box 4743 Ad. Weekly 180 Fleet St BC4 


versatile and experienced, re 
quired for work on sales promotiona! 


material in large selling organisation 


recreational facilities 
Caribonum Lid., 


3600 
ABLE PRODUCTION MAN 


duction requirements for 


telephone 
Regent 7521 


required and replies to all applicants 
Box 4713 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ILLUSTRATOR required 


Modern for precision instrument manufac- 
scheme turer’s publicity department in the 
Adver Leyton area revious experience in 


producing line work for reproduction 


for ap- is essential. Salary is based upon a 

progressive scale, and a contributory 

required pension scheme, together with other 

all pro- staff facilities, is available Written 

a group of application, giving details of previous 

Please experience, age and salary required, 
Manager. should be addressed to 


Box 4761 Ad. Weekly 180 Fleet St BC4 


‘ 


people in search of 


separate sheet. 


ASSISTANT ACCOUNTS EXECUTIVE 
required by 
Overseas Advertising Agency 


The man we seek will be not more than 25, will have basic 
agency experience, and a good education and personality. 
He will be able to express himself, both orally and in 
writing, have thought about, and be interested in, overseas 
advertising and the export 
a littke more experience before 
moving on’ need not apply. Applications in writing, 
preferably typescript, summarizing qualifications on a 


Box 4798 
Advertiser’s Weekly 180 Fleet Street EC4 


trade. Opportunists and 


SECRETARY - SHORTHAND - TYPIST 


required as personal assistant to 


position. Full details of experience to 
Box 4786 Ad. Weekly 180 Fleet St EC4 
ALL-ROUND EXPERIENCED ARTIST 
for City Studio Also junior, with 
aptitude for lettering and design 
Box 4800 Ad. Weekly 180 Fleet St EC4 


director. Fluent French essential. Age University of London Full-time 
30 to 35. Salary according to qualifi- Starting salary according to age and 
cations Interesting and progressive experience, £390 to £515 Written 


DIPLOMA’ WRITER. Art school 


trained man or woman required by 


applications 10 Secretary to the 
Senate, Senate House, W.C.1 
REPRESENTATIVE, experienced, re- 
quired by _— and Display 
Company. Wr 
Box 4792 Ad Weekly 180 Fleet St EC4 


SENIOR TYPOGRAPHER 
and 
JUNIOR TYPOGRAPHER 


required to join creative group, producing 

high-class industrial print. Must have at 

least four years’ agency experience, good 

design sense, with the ability to produce 

finished layouts. Telephone : B. jansfield 
T 0900—for interview. 


’* 


IMPROVER REQUIRED | 


Permanent position offered to young man 
in PHOTOGRAPHIC RETOUCHING 
DEPARTMENT. Previous experience is 
necessary, and knowledge of handling 
airbrush essential, but opportunity is 
offered to talented youngsters. 

Please phone or write giving details 
ENNART ADVERTISING LTD., 
4/5 William IV Street, W.C.2 
TEMple Bar 1744 


Art Director 


required in the best part of the West End of London 


by a medium-sized, well-known agency with varied 
and first-class accounts. He need not do finished 
art (unless he wishes), but must be able to produce 
good visuals and layouts. An imaginative approach 
and sound knowledge of where to find the best artist 
for the finished job are essential. 


Write, please, stating: 


AGE AND EXPERIENCE 
SALARY AND CONDITIONS REQUIRED 
AVAILABILITY FOR INTERVIEW 


Managing Director 


Advertiser's Weekly 180 Fleet Street EC4 


PRESENT STAFF KNOW OF THIS AD., AND THE STRICTEST 
CONFIDENCE WILL BE OBSERVED. 


to 


Box 4782 


Phone 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Octoper 26, 1956 


“CLASSIFIED ADVERTISEMENTS 


Immediate new 
EXPANSION 


offers a 


better career than ever 


at TAYLOR 
ADVERTISING LTD. 


@ SENIOR COPYWRITER 
We want the best copywriter there is on 
industrial accounts—with agency experience. 
PRODUCTION ASSISTANT 
To take full charge of production on im- 
portant group of accounts. 
LAYOUT ARTIST 
Must combine fertile creative mind with high 
standard of layout design. 
ASST. PRINT BUYER 
With good knowledge of printing and block- 
making. 


The posts are well paid and carry annual bonus 


Write to Managing Director 


TAYLOR ADVERTISING LTD. 


INCORPORATED PRACTITIONERS IN ADVERTISING 


85 Gloucester Place, London, W.1. 


APPOINTMENTS VACANT 


ASSISTANT WANTED FOR PUBLI- 
CATIONS DEPARTMENT of engi- 
neers for preparation of catalogues, 
booklets. technical manuals, etc 
Must have experience of such work 
and technical writing ability Know- 
ledge of layout and type, etc., 
quired, but not finished art 
Five-day week. State age, experience, 
salary required Apply to the Per- 
sonnel Manager, CAV Ltd., Warple 
Way, Acton, W.3 


Paint and Varnish Manufacturers 


require 


YOUNG PUBLICITY MAN 


for Advertising Department to co- 
ordinate the production of Sales 
literature, show cards, brochures, etc., 
and to co-operate with advertising 
agents in the preparation of press 
advertising. Knowledge of window 
display an advantage. 


This is a progressive position for man 
with ideas. 


Please send details of education, 
experience and salary required, to 
Sales Manager, Mander Brothers Ltd.., 
Paint and Varnish Manufacturers, 
Wolverhampton. 


POTTS 


want an experienced 


PRODUCTION MAN 


ready to work closely with 
Account Executive and in with a 
team of production people in 
congenial conditions. 


Apply General Manager 
Richard Potts & Partners 
35 High Holborn WCI 


SALESMAN of the highest quality 
required by Publishers of leading 
electrical engineering export journal 
Ability to negotiate to finality at top 
management level essential. Car pro- 
vided and every support given, plus 
freedom of action in large territory 
extending from Leicestershire and 
East Anglia up to and including 
Scotland Electrical Industries Ex- 
port, 6 Cavendish Place, London, 
w.l 


ERWIN WASEY & CO. LTD. 


require an experienced 
DETAIL SERVICE MAN 


This is an opportunity to work closely with executives on 
interesting National accounts. 


Applicants must have a sound knowledge of production and 
agency routine, and be between 22 and 26 years of age. 


Write or "phone: TRAFFIC MANAGER, 
BROOK HOUSE, PARK LANE, W.|. 


MAYfair 8171. 


TECHNICAL ARTIST required. Must 
be used to good quality work, mainly 
in line but airbrush experience would 
be an advantage Rapier Arts Ltd., 
1 Farringdon Road, E.C.1, or tele- 
phone Mr. Finch, CHAncery 6055, 
for appointment 

PRINTING, Young man required to 
take charge of the planning and pro- 
duction of a small but modern 
letterpress plant in Leeds. Knowledge 
of costing and ordering of materials 
essential Write, giving full details 
of experience and salary required, to 
Box 4827 Ad. Weekly 180 Fleet St EC4 
‘OMPETENT MULTIGRAPH 
OPERATOR, male or female, who 
would like scope for organising and 
using own initiative, is wanted by a 
busy House in West London for 
ribbon work. Write to 
Box 4833 Ad. Weekly 180 Fleet St EC4 

FIRST-RATE ARTISTS WANTED. 
Pleasant studios off Baker Street. 
Please telephone for appointment 
PAD 9321. John Camp Studios. 


EXPERIENCED 
PRODUCTION MAN 


wanted for West End agency to 
work independently on a busy 
technical account for both 
trade and national press. Con- 
genial conditions, luncheon 
voucher scheme and a good 
rate of pay for the right man. 
Write fully to 
Box 4787 
Advertiser's Weekly 180 Fleet St €C4 


| 


YOUNG and KEEN 
REPRESENTATIVES 


are required for leading trade journal. 
The positions offer splendid opportunities 
for young men who are anxious to make a 
career in advertising to join a firm where 
Promotions are steady and regular and 
where ability receives appreciative con- 
sideration. Replies will be treated 
confidentially by Managing Director, 


Box 4821 
Advertiser's Weekly 180 Fleet St EC4 


OPPORTUNITY FOR YOUNG 
TECHNICAL COPYWRITER. A 
vacancy occurs in the publicity 
department of a large industrial com- 
pany engaged in important work on 
radio and electronics The man we 
are looking for should be about 23-28. 
have some experience in radio, and be 
able to write forceful copy. He need 
not be a technician but his technica! 
knowledge should be sufficient to 
enable him to discuss publicity 
matters with technicians. He will be 
responsible, under the Publicity 
Manager, and with the help of artists. 
for the creation of all the company's 
sales literature, a monthly News 
Letter ang press releases. Salary £700 

p.a. Write, with full details, to 
— 4806 Ad. Weekly 180 Fleet St EC4 


VISUALISER/LAYOUT MAN 


with creative ideas, required. Must have 
good knowledge of printing processes, and 
some copywriting ability would be an 
asset. A permanency, with a good salary 
and prospects is offered. Write. stating 
age, details of experience and salary 
required, to 


Box 4812 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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OcToser 26, 


CLASSIFIED 


1956 


APPOINTMENTS VACANT 


ARTISTS ASCENDING 


Designers who are still rising and are 
anxious to arrive will find the right 
atmosphere in our creative studios. 

They must have already risen quite a 
long way and have had agency ex- 
perience of press —- 

We are also king FINISHED 
DRAWING ARTISTS who have had 
experience in black and white, colour 
and retouching. 

A happy team, good salaries and 
staff pension scheme offered. 


Apply Creative Director, 
J. Peers & Associates Lid., 
Summit House, 
1 & 2 Langham Place, London, W.1 


EXPERIENCED, young. energetic 
space salesman invited to send 
references and brief details of present 
and past activities to advertiser who 
wants adaptable man to _ sell in 


provinces and later train others 

Weekly 189 Pleet St BC4 
EXHIBITION STANDS 
* London 
ensionable 


post 
Box 4809 Ad. Weekly 180 Fleet St BC4 


Box 4807 Ad 
DESIGNERS 
and display required 
exhibition contractors 


MEDIA DEPARTMENT of well-known 
West End advertising Agency requires 
schedule-typist. Write, stating age, 
experience and salary, to 
Box 4797 Ad. Weekly 180 Fleet St EC4 

BOY OR GIRL wanted to assist in 
office of a leading weekly review. No 
objection to beginner. Hours 9.30- 
5.30 No Saturdays Commencing 
salary £4 10s. with good prospects 
Tel WHltechall 5628, or write 
“Truth,” 10 Carteret Street, S.W.1 


ASSISTANT 
ADVERTISING MANAGER 
required 


Must be capable of producing print 
through its various stages, and to help 
in the administration of the Advertising 
Department. The position is perman- 
ent, remunerative, and has the advantage 
of a pension. An ideal opportunity 
for a man with initiative. Applications 
stating full details of past experience, 
age and salary required should be 
addressed to :— 


C. E. Horne, Horne Brothers Ltd., 
50-57 Newman St., London, W.!. 


selling value of facts. 


FIRST CLASS 
COPYWRITER 


A London Agency requires a young copywriter with 
imagination, a flair for writing and a belief in the 
Applicants should be under 


30 and have some experience. Send full inform- 
ation to Box 4802 Advertiser’s Weekly 180 Fleet St EC4 


SERIES OF PROGRESSIVE WEEKLY 
PAPERS in the North-West have 
vacancy for experienced representative 
Good progressive berth with ample 
scope for man who can create ideas 
and sell space — giving age, 
experience, etc., 

Box 4790 Ad. Weekly 180 Fleet St BC4 

“XHIBITION NEGOTIATOR, Promi- 
nent company in display field requires 
energetic man to contact prospective 
exhibitors at Director level in all areas 
UK. Display sense and salesmanship 
essential Knowledge of exhibition 
organisation an advantage a. 
commission and expenses. Wr 
Box 4789 Ad. Weekly 180 Fleet St EC4 


A COMPETENT INVOICE TYPIST, 
quick and accurate at figures, required 
by Advertising Agency Congenial 
Position Hours 9.30 to 5.30, five- 
day week Write, giving full details 
and salary required, 

Box 4832 Ad. Weekly 180 Fleet St EC4 


YOUNG ASSISTANT 
required 


by Agency Director 


This is a chance for a young man with 
some advertising experience and a 
zest for learning. 

He will assist director in day-to-day 
agency work and have every oppor- 
tunity for advancement to contact 
executive. Give full details in complete 
confidence, Martin H. Perry, 
Marketing Consultants Ltd., 

28 Denmark Street, London, W.C.2 


Experienced young man or woman 
wequired to take charge of interior and 
window displays in Brixton chain store 
carrying all types of merchandise. Good 
salary and prospects of promotion in 
progressive organisation. Apply, giving 
details of age and experience to 


Box 4796 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN with experience on 


technical journals wanted to fill a 
vacancy on a journal which is the 
leader in its field. The man appointed 
will be trained for promotion to 
Manager Salary, commission and 
expenses are offered with guaranteed 
minimum to commence Pension 
scheme Write full details, in confi- 
dence, to 

Box 4813 Ad. Weekly 180 Pleet St EC4 


CAYOUT ARTIST, experienced, wanted 


by out of town 
advertising agency. Opportunity also 
occurs for bright layout man or 
woman not necessarily able to take 
job to finished stage Phone Mr 
Lynch (MOLesey 3101) or write for 


but progressive 


appointment, 185 Uxbridge Road, 
Hampton Hill, Middlesex 
FASHION ARTIST 
required, 


write or phone for appointment to :-— 


HALLONS ADVERTISING 
SERVICE D., 
214/220 Marbesh Road, 
SOUTH WOODFORD, E.i8 
PHONE : BUCkhurst 8841/42 


67 ADVERTISER'S WEEKLY 


ADVERTISEMENTS 


Haddons want 


a top quality lettering and retouching man. 
This man’s work will be vitally 
important to the Group of designers 


he is joining. His personal 


touch will help to set the standard of 


the Agency’s submissions to 


two of Britain’s best known advertisers. 


He need not be in an Agency now, 


| he could be working in a Studio. 


The standard is high and pay is related 


to ability not to age. 


Apply in writing, or by phone to: 
A. J. Clark, 
JOHN HADDON & CO. LTD., 
11/12, Salisbury Square, E.C.4 
FLEet Street 8011 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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EOE CLASSIFIED ADVERTISEMENTS 


NOW 


is the time 
to consider 


Sunny South Africa 


Spring is here—and with it some 
great opportunities for advertising 
folk, for we are looking for the 
additional staff listed below. 


The vacancies are spread over the 
four main centres where we have full 
service offices, and we offer you inter- 
esting and enjoyable work, with 
excellent prospects. 


Each office has pleasant working 
conditions, a five-day week and super- 
annuation fund. Payment of fares to 
be negotiated. All applications will 
be treated in strict confidence. 


In all cases write in first instance, 
giving full details of previous experi- 
ence, age, marital 
salary, etc. 


Status, present 


Account Executives 


Need not necessarily have had A/E 
experience, but must be able to discuss 
marketing, merchandising and adver- 
tising intelligently with clients, and 
formulate plans for the successful 
promotion of his clients’ sales. Salary 
from £1,200 to £2,000 per annum, 
according to ability and experience. 


Layout Artist 


First-class visualizer, 
producing striking ideas. 
to £2,000 per annum, 
ability and experience 
sentative selection of 
including as 
possible. 


Finished Artists 


We require two finished artists—one 
an expert on figure work, and one who 
can do general work, including car 
illustration. Salary in both cases will 
be according to ability and experience. 
Send a representative range of speci- 
mens. 


Salary up 
according to 
Send repre- 

specimens, 
many actual layouts as 


Copywriter 


Man (or woman) with ideas and a 
flair for producing sound selling copy. 
Salary not less than £1,200 a year, 
according to ability and experience 
Send specimens, indicating clearly 
where you were responsible for idea, 
copy, ete. 


Address applications to 
MANAGING DIRECTOR, 


P. N. BARRETT COMPANY 
(PTY.) LTD., 


APPOINTMENTS VACANT 


REPLICARDS LTD 


DESIGN DISPLAY 
EXHIBITION . PHOTOGRAPHY 
SILK SCREEN 
Design studio has vacancy for young man 
(N.S. completed) with general experi- 
ence of this work. Plenty of scope for 
person who wants to gain all-round 
knowledge display and exhibition and 
become one of a team in well laid out 

studio. 9.00—5.30. No Sats. * 


Please write with brief details in first 
instance, to:— 
CHIEF DESIGNER 
REPLICARDS LTD. 
REPLICA HOUSE, 
BAVARIA ROAD, 
HOLLOWAY, N.19 


capable of 


and 
require 
Fullest details, 
confidence, of age, experi- 
connection and salary required, 


MODERN, highly efficient day 
night printers Watford area 
London representative 
in strict 
ence, 


to 
Box 4819 Ad. Weekly 180 Fleet St EC4 


LADIES ONLY 


Will South Kensington be more 
convenient to you? Will a posi- 
tion offering full scope for you to 
use your practical production ex- 
perience handling, on your own 
initiative, the production for a 
group of accounts in an agency, 
interest you? If so, write an in- 
formative letter—which will be 
treated in confidence—to : 


C.F.C., 18 Thurloe Place, S.W.7. 


ADVERTISEMENT MANAGER re- 
quired for established monthly tech- 
nical journal, commencing £700, 
expenses and commission. Please 


state in confidence age and full details 


of experience 


to 
Box 4720 Ad. Weekly 180 Fleet St EC4 


a 
YOUNG 
MAN 


with an up-to-date 
knowledge of printing 
processes and 
administrative ability 

is needed in the 
advertising department of 
a large industrial 
organisation in London. 
Write briefly, stating: 
age, experience and 
salary required, to 


TECHNICAL ILLUSTRATOR 


with experience of sectional and 
exploded line perspectives for inter- 
esting programme of Service Literature 
on air compressors. Engineering and 
or drawing office experience would be 
an essential qualification, with know- 
ledge of modern printing methods 
desirable. A good starting salary will 
be paid in accordance with age and 
experience Apply in writing to 


Personne! Manager, Broom & Wage Ltd. 
High Wycombe, Bucks 


OcToBEeR 26, 1956 


APPOINTMENTS VACANT 


RETOUCHER 


Capable of colour and monotone work 
to highest standard in pleasant atmos- 
phere, and aged between 23-30. 


YOUNG LADY 


Required for general office duties 
(studio experience and typing an 
advantage) small switch board. 


SMH Advertising Services Ltd., 
2 Doughty Street, London, W.C.1 
CHAncery 3901-2 


TECHNICAL JOURNAL dealing with 
practical application of science in 
industry require a male editorial 
assistant not over 30. He must have 
knowledge of reading layout and pro- 
duction Good prospects Written 
application to the Managing Editor. 
The Herbert Publishing Co Ltd., 27 
Craven Street, London, W.C. 


MARKET 
RESEARCH 


Young man with experience 


of coding and machine tabu- 
lating required to work with a 
Write stating age, 
experience, and qualificationsto 
the Market Research Manager, 
W. S. CRAWFORD LTD., 
233 High Holborn, W.C.1 


small team. 


LONDON REPRESENTATIVE required 
for Scottish Local Government Maga- 
zine, published weekly Apply The 
County & Municipal Record, 36 North 
Frederick Street, Glasgow, ( 


A JUNIOR ARTIST with some studio 
experience is required for general 
studio work Write, giving details, 
to Murray Studio Ltd., Rosebery 
Avenue, E.C.1 


ADVERTISEMENT 
TIVE required by leading technical 
and scientific journal publishers for 
established publication. Age not over 
35. Salary, commission and expenses 
Apply in writing, stating age and 
experience, to Advertising Director. 
The Herbert Publishing Co. Ltd., 
27 Craven Street, London, W.C.2 


REPRESENTA- 


ASSISTANT TO 
ADVERTISING 
MANAGER 


An appointment is being made in 
the Advertising Department of a 
leading National Advertiser as 
No. 2 to the Advertising Manager. 
The successful applicant should 
have all-round experience gained 
with either agency or client and 
should be prepared to work on 
his own initiative. 


This is a rewarding and worth- 
while job for a man approaching, 
or in, the thirties to whom a 
salary of over £1,000 is offered. 


Box 4820 
Advertiser's Weekly 180 Fleet St EC4 


AYOUT = ARTIST, 
blockmaking, required by monthly 
textile magazine Apply 


P 
Box 4810 Ad. Weekly 180 Fleet St EC4 


knowledge ot 


between 25 and 35. 


desirable. 


WANTED: 2 COPYWRITERS 


A medium-sized but expanding agency in 
London is looking for a 


SENIOR COPYWRITER 


and a 


JUNIOR COPYWRITER 


to work on a variety of interesting con- 
sumer and semi-technical accounts. 


Applicants for the senior position should have had a 
number of years’ experience with an important agency 
and be capable of producing not only persuasive 
but lively and imaginative ideas. 


In the case of the junior, some agency experience is 


Preference would be given to IPA member. 


copy 
They should be 


Please send details of experience and salary expected to 


Box 4811 
Advertiser’s Weekly 180 Fleet St EC4 


your classifieds to WAT 3388 (Ex. 25)) 


Box 4795 


P.O. Box 4064 Johannesburg Advertiser's Weekly 180 Fleet St EC4 


Phone 
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Octoper 26, 1956 


APPOINTMENTS VACANT 


TYPOGRAPHER 


An interesting and progressive 
position is available for an experi- 
enced agency typographer, able to 
produce accurate type mark-ups 
and adaptations. 

Write or "phone Creative Director, 
CRANE PUBLICITY LTD. 
Adam House, One Fitzroy 

Square, W.1. 
Euston 806! 


ADVERTISEMENT SPACE SALES- 
MAN wanted, above average calibre 
for above average position London. 
Write fully 
Box 4815 Ad. Weekly 180 Fleet St BC4 

ARTIST with creative ability to pro- 
duce eye catching show cards and 
other promotional material for modern 
shoe window displays Also general 
artist who must be able ot create 
layouts and finished art work of a 
high standard for press advertisements, 
catalogues, etc Excellent salaries. 
contributory pension scheme. The 
company operates a five-day week. 
has its own restaurant Residentia! 
sccommodation is available in Bata 
Hotel Interviews arranged in even- 
ings or Saturday mornings. Write or 
telephone to Staff Manager, The 
British Bata Shoe Co. Ltd., East 
Tilbury, Essex. Tilbury 800. 


YOUNG EXPERIENCED 


DESIGNERS 
REQUIRED 


Capable of working to visuals, and 
ability to reach presentation standard 
on high class prestige colour work. 
Appreciation of good typography an 
advantage. 

Opportunity to work under pleasant 
conditions on interesting Accounts. 
Staff pension scheme operating. 
Please write in details to : 


Mr. J. W. Storey, 
Daniel Greenaway & Sons Ltd. 
69, Old Broad Street, 
London €.C.2. 


AGENCY handling national and techni- 
cal accounts requires production 
assistant with at least two years’ 
experience Five-day week, pension 
and luncheon voucher schemes. Apply 
The Secretary, Allardyce Palmer Lid, 
109 Kingsway. W.C.2. HOL 9281. 


APPOINTMENTS WANTED 


VISUALISER /DESIGNER, 


with ten 
years first-Class agency experience on 
major national accounts, seeks 


responsible position 

Box 4739 Ad. Weekly 180 Fleet St EC4 
EX-G.P.0, Telephonist (7 years), age 

23, married, available for part-time 

duties 10.30 a.m.-4.30 p.m "Phone: 

EUS 8720 


ARTS GRADUATE (English, French, 


German), 23, seeks opening in public 
relations Typing. Chairman of 
University Social Committee. Plenty 


of enthusiasm 

Box 4785 Ad. Weekly 180 Fleet St BC4 
ASSISTANT ACCOUNT EXECUTIVE 

(woman, 39), alert, capable, 14 years’ 

all-round Advertising Agency experi- 

ence, seeks change. First class refer- 

ences. Present salary £650 

Box 4788 Ad. Weekly 180 Fleet St EC4 
A COMMERCIAL PHOTOGRAPHER, 


five years’ experience in advertising. 
fast, accurate printing. sound but 
imaginative studio work. secks place 
in agency or studio 


Box 4793 Ad. Weekly 180 Fieet St EC4 
YOUNG MAN (26) seeks 

and progressive position. 

agency production, 

department journal 

Box 4794 Ad. Weekly 180 Pleet St EC4 


interesting 
Experience 
advertisement 


Phone your classifieds 


iii 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


ERE are some small and 
medium-sized Agencies with a 
slight but continuous Headache. 
Plenty of business and interesting 
new accounts coming in, but 
there's always that feeling (Latin 
now: post equitem sedet atra 
cura) of needing another vis-copy 
man. The commission, though, 
may not stand ic. Well, gentie- 
men, the remedy is sure and at 
hand: buy your ‘ copy "—some of 
it—as you want it—like a pint of 
milk: sometimes better than 
buying a cow. Pure English if you 
so desire, also a fountain of con- 
trolled Whimsy when considered 
by all parties to be appropriate. 
Vive le libreplume. 


Box 4597 
Advertiser's Weekly 180 Fleet St EC4 


EXECUTIVE, experienced production, 
print, etc, Good organiser, resource- 
tul, capable, conscientious 
Box 4736 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED COPYWRITER secks 
freelance work First-class service 
guaranteed 
Box 4814 Ad. Weekly 180 Fleet St BC4 

SIX YEARS’ EXPERIENCE fashion/ 
illustration in London and continental 
studios, young woman, 25, seeks 
interesting position 
Box 4817 Ad. Weekly 180 Fleet St EC4 

YOUNG AGENCY 


MAN, _ general 
experience, knowledge of print, pro- 
duction, etc., willing to assume 


responsibility, seeks situation as assis- 
tant advertising manager or similar 
position 

Box 4818 Ad. Weekly 180 Fleet St BC4 


VISUALISER & PRINT DESIGNER 


desires part-time arrangement with 
London Agency or studio Ideas. 
wide experience and versatility in all! 


forms publicity 
Box 4831 Ad. Weekly 180 Fleet St EC4 
REPRESENTATIVE, lady. experienced. 
varied media, seeks London-based 
Position Good connections and 
references. 
Box 4822 Ad. Weekly 180 Fleet St EC4 
LONDON EXECUTIVE, good organiser. 
administrator or representative, at pre- 
sent engaged intelligence digest World 
News Service, desires change, enabling 
him to reside South-West or West of 
England. Any suggestions welcomed 
Box 4771 Ad. Weekly 180 Fleet St EC4 
JUNIOR EXECUTIVE Advertisement 
Division CTV London seeks post with 
agency Lancs/Cheshire Fully ex- 
perienced cinema and television adver 
tising with knowledge of film and 
television production 
Box 4778 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 
POSTER SITE 


The Cleansing Committee of 
Manchester Corporation invite 
offers for the use of a 24 space 
poster advertising site on 
boundary wall of the Cleansing 
Depot, Water Street and Regent 
Road, Manchester 3. Official 
form (returnable by 8th Novem- 
ber, 1956) and full particulars 
from Director of Cleansing, 
Town Hall, Manchester 2. 


BUSINESS OPPORTUNITIES 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Led., 
54, Great Mariborough Street, 
Lendon, W.!. 
GERRARD 0068 


SPACE SELLING AGENCY § secks 
established or new media Home or 
export. Technical or consumer field 
Entire preparatory work undertaken, 
including editorial, art work and 
blocks. Principals only. 

Box 4823 Ad. Weekly 180 Fleet St BC4 


Top Flight 
ss 
Advertising Photographer 
travelling anywhere im Europe during 
November and further South including 
North Africa during December, and 
having first-class leboratory facilities in 
London, invites further commissions. 
Natural Vision Studios Limited, 
rove Place, London, W.3. 
ACOrn 2563 and 8471. 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give attention to your require- 
ments. Foil blocked, embossed, screened 
and letterpressed cover matter, or 
customer's printed materials made up. 


LAWES LOOSE LEAF Co. 
44/45 Regent Street, Brighton, Sussex. 
Tel. : 24521. 


WE WOULD BE GLAD to handle for 
any principal or agency, public and 
press relations work, photographs, 
brochures and house magazines, in the 
Midlands. Quality work and first- 
class service guaranteed. Midland 
Public Relations, Omnibus Buildings. 
Victoria Street, Derby. Tel.: Derby 
40408. 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black -and- White and 
Colour photo litho. 


GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gr. Portland St. Station) 


FREE LANCE SERVICES 


The services of a 


FREE LANCE 
COPYWRITER 


are required 


A first-class man with wide 
experience of the Travel Trade 
to co-operate with well-known 
Agency. 

Box 4828 
Advertiser's Weekly 180 Fieet St EC4 


FREELANCE ARTISTS. Manchester 
Agency would like to contact a num- 
ber of capable free lance artists resi- 
dent in the Manchester district. 

Box 4690 Ad. Weekly 180 Fleet St EC4 

FIRST CLASS WORK and speedy 
service is offered to agency or studio 
by versatile layout artist and designer 
with many years’ experience in adver- 
tising. Visuals, roughs, finished work. 
Box 4799 Ad. Weekly 180 Fleet St BC4 

COPY THAT CLICKS! Ideas and 
layouts to match from 
Box 4801 Ad. Weekly 180 Fleet St EC4 


| 


to WAT 3388 (Ex. 25) 


EXPERIENCED WOMAN free-lance 
Journalist, willing to supply women’s 
column/features for house magazines. 
All articles non-syndicated, Ful! 
details from 
Box 4670 Ad. Weekly 180 Fleet St BC4 

REALLY CREATIVE FIRST-CLASS 
VISUALISER and layout artist, 
agency experience, any creative work. 
Box 4830 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED SPACE SELLER, 
male or female, free-lance, required 
for well established textile monthly 
with Year-Book. Renewals passed 
over 


Box 4826 Ad. Weekly 180 Fleet St BC4 


2 Experienced Space Sellers 


male or female, free-lance, required in 
Yorkshire and Staffordshire for sole repre- 
sentation of seven well-established strictly 
specialised magazines and year-books 
without competition and with official 
backing for Home and Export Trade. 
Renewals passed over. Write 


Box 4825 
Advertiser's Weekly 160 Fieet Se EC4 


EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 
Studio 
Box 4837 Ad. Weekly 180 Fleet St EC4 

FREE ACCOMMODATION for free- 
lance artist in W.1 Advertising Agency 
requiring visuals, finished art lettering, 
etc. No strings. Straight payment for 
work done 
Box 4784 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


THE TELEVISION and _ recording 
sensation, Thunderclap Jones, Britain’s 
greatest Composer-pianist. Available 
tor cabaret, lunches, dinners, personal 
appearances, commercials (TV and 
radio), and jingle composition. 
Details from Recommercials, 27 
Denmark Street, W.C.2. COVent 
Garden 3308 


ACCOMMODATION 


WEST END AGENCY has desk space 
and pleasant conditions for two 
artists—one general and finished work; 
one of first class visualiser. Guarantee 
of some work 
Box 4808 Ad. Weekly 180 Pleet St BC4 


SALES AND WANTS 


“ADDRESSOGRAPH” (Class 22000) 


addressing machine for sale with 
“Graphotype"’ 6290 Model plate- 
making machine for Style FE lates, 
40.000 “‘Locktab” Frames and two 
100-drawer steel cahinets for plate 
storage Inspection invited Al 
reasonable offers considered 

Box 4804 Ad. Weekly 180 Fleet St EC4 


PRINTERS 


FIRST CLASS PUBLICATION. We 
desire to obtain the printing 
monthly publication where colour 
and half-tone printing of 
quality is essential. Enquiries treated 
in confidence to G. F. Tomkin Ltd., 
Printers, 501-5 Grove Green Road. 
Leytonstone, E.11. Telephone: LEY- 
tonstone 1164-5-6 


MISCELLANEOUS 


DEBTS COLLECTED, London and 
throughout Britain. No commission 
unless results, Brilegal (established 
1919). 80 Leeds Road. Bradford. 1. 

3D QUALITY with spectral lighting 
is something quite new Advertising 
agents are invited to see specimens of 
this new film still technique Philip 
Gotlop Photographs Ltd., 24 Kensing- 
ton Church Street, W.8. WES 4130. 

ADVERTISING SPACE vacant’ in 
Halifax's new busy central bus station. 
Three separate panels, size 2 ft. 6 in. x 
3 ft. 6 in. These will be painted as 
required and the charge will be 7s. 6d 
per panel per week inclusive of all 
painting charges, etc. This is avail- 
abel for six months or longer. 

Box 4791 Ad. Weckly 180 Fleet St BC4 
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ADVERTISER'S WEEKLY 


NEW LOW COST SYSTEM GIVES YOU 


expert quality 


In every Advertising Agency, in every 
Advertisement Department, every day of 
the week, material is produced which 
would be made vastly more attractive by 
being plastic bound. Not only more 
attractive, but much easier to handle. 
Reference material cries out to be plastic 
bound. 

Thanks to the G.B.C. system of punching 
and binding, you can now deal, in your own 
office, with unskilled labour, with Space 
Schedules, Copy Schedules, Market Reports, 
Statistical Analyses, Specimen Advertise- 
ments, Testimonials, etc., etc. 

The binding material is available in twelve 
wide size diameter and eight narrow, and 
three colours—red, green and blue—and 
in white and black. 

Clients feel that material presented to them 
in this modern form is ““bound to succeed”’. 


WRITE TODAY FOR FULL DETAILS 
GENERAL BINDING COMPANY LIMITED, 


Telephone: REGent 6568/9 


— STOP PRESS — 


Sellin colour with 


Photography! 
Stereograms Ltd., give a new effective approach to the vital job 
of selling ! Stereograms make 3-D colour slides of any product 
you care to name—regardless of size or form—costing little more 
than ‘flat’ prints. 3-D photography can be carried out anywhere 
—on location, in the factory, or at your showrooms. 
Then your customers can view ‘true-to-life’ shots through the 
illuminated hand-viewer. This tantalising way of arousing their 
natural curiosity will keep all your products in the selling-picture 
—conveniently, realistically ! 
There’s no need now for bulky samples. Your complete show- 
room—in miniature—can be presented to prospective buyers 
wherever they may be—day and night! They can aimost feel 
the product ! So whatever your branch of industry or commerce, 
see how Stereograms 3-D colour slides sell—for you ! 


_ Stereograms Limited 


SOHO SQUARE~- LONDON -W.I. 
*Phone: GERrard 8351-2 


3D PHOTOGRAPHY REALLY LIVES 


_ productio 


Octoser 26, 


1956 


model 12-D 


Punching and 
Binding Machine. 


OTHER MODELS 
AVAILABLE FOR 
EVERY SIZE 
OPERATION. 


‘from 2 to 500; 
SE se va 
HOW you want 

WHERE you ane it 


| NEW BURLINGTON STREET, LONDON, W.! 


‘Bigger-than-ever’ 


Gorings Lid., advertising agents 
for Avia and Newmark watches, 
have announced “bigger-than-ever” 
pre-Christmas campaigns. For the 
former there will be large spaces in 
“The Times,” “Daily Express,” 
“Daily Mail,” “Daily Telegraph,” 
“Manchester Guardian,” “Evening 
Standard,” “Observer,” “Sunday 
Express,” and “Sunday Times,” and 
announcements in the trade press. 

For the latter there will be half- 
pages in the “Daily Express” and 
“Daily Mirror,” and 11-in. triples 
in the “News of the World,” “Sun- 
day Dispatch,” “Sunday Pictorial,” 


“Empire News and Sunday 
Graphic, ” “Daily Sketch,” “Re- 
veille,” and “Week-end Mail,” as 


well as 15-second peak-period spots 
on London and Midland 
stations. 


Monico, Piccadilly 
Tuesday, December 11. Applica- 
tions for tickets should be made to 
Leo O'Farrell, of Rumble, Crowther 
& Nicholas Ltd. 

“Owing to the continued rises in 
m costs” “The Farmers’ 
Weekly,” commencing with the issue 
of November 23, will be increased 


| t= peter to 9a. from 84d. 


The Regent Advertising Club will 
hold a Halloween Ball on Wednes- 


Printed by St. Clements Press a Portugal Street, 
istered offices: 
Editorial” and Sales office 


Kingsway, 


Advertisement. : Mercury House, 


London, 


W.C.2, 


180 Fleet Street, London, E.C.4, England (Waterloo 338 
109-119 Waterloo Road, London, 


watch campaigns 


day at the Victoria Coach Station 
Ballroom from 7.30-11.30 p.m. On 
Thursday a debate on “Does tele 
vision advertising benefit the con- 
sumer?” with George Darling, MP, 
and Patrick Henry, advertisement 
director of ATV, will be held at 
the Royal Society of Arts Hall, John 
Adam Street, Adelphi, 6.15 for 
6.30 p.m. 

Pifco Ltd. are using selected Sun- 
days and the trade press to launch 
their electric home hair clippers. 
Agents are S. C. Peacock Ltd. 


season at the Grand Hotel, Sheffield, 
Speaker will be Sir 
Stephen Tallents. The lunch will 
a ee 


Showerings Ltd.. manufacturers 
of Babycham, who switched their 
campaign to Radio Luxembourg 
during the 1955 newspaper strike, 
are still using that medium. After 
having two spots a week since April 
1955, Babycham is being featured 
three times a week until Christmas. 
Agents are Masius & Fergusson 
Ltd. The 1957 schedule for Gillette 
Industries Ltd. (razors and blades 
division) includes Radio Luxem- 
bourg. A 52-week contract con 
mences on January 6. Agents are 
W. S. Crawford Ltd. 


for the proprietors, Business Publications Limited, 
8). 
S.E.1 (Waterloo 


3388.) 
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